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GIVE IT AWAY EVERY TIME YOU MAKE THE SALE 


Luxury Line featured with special decorator accessories at no extra cost 


FREE 


with 16 
and 24-pc. 
services 


Early American Tray in solid wood with antique pine finish 
is a real traffic-stopper for beautiful “Luxury line” stainless 
steel patterns—Coral Reet, Scope and Festive. Your custom- 
ers, too, will be delighted with its many storage uses. 16-pc. 
. $34.50 


FREE 
with 32 
and 50-pc. 
services 


gore z 
LE: 


Solid Nutmeg Chest really sets the stage for the 32 and 50- 
piece service for 8 in International's “Luxury Line” patterns. 
Antique pine finish of this fine chest accentuates the attrac- 
tively simple lines inspired by early American design. A pride 
to have in the home. 50-pc. service for 8 .. . $59.95 retail. 


service for4...%$22.50 retail. 24-pe. service for6.. 


retail. Tray empty, $5.00 retail. Chest empty, $10.00 retail. 
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Buy the set to fit your needs 
At prices tea fit your budget 


Pattern, price selector unit free for ‘Beauty Line” patterns 
This compact self-merchandising dispenser features sets for 
4,6ors... 


middle price range. 


a set for every family need in the high volume, 


Unit No. 165-3—Furnished with: 

RETAIL EACH 
$16.95 
$23.95 
$44.95 


QUANTITY SET AND PATTERN 
2 16 4 in Sea Isle 
24,6 in Largo 


50 8 in Constellation 





All prices subject to your regular discount. 
Ask your Approved Wholesale Distributor for details. 


INTERNATIONAL STAINLESS 





THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONNECTICUT 





diamonds 


complete line Every : V7, 
size—Every shape — Every qual- nM HEART SHAPE Ke ® “El 
ity and in any quantity. MARQUISE - 

All Sizes AN 


complete service # ) 
Same day messenger delivery or APA y }f Zi ET 


air express shipment on order or SMALL 
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WittiamM Levine? offers vou ithe A IG) 


BAGUETTES 


most complete Diamond Service OO PY 
, > > ‘ 


available’ to jewelers — and only to 


jewelers. Diamonds of every size pe 
ew — CRE 


shape and quality can be bought at SMALL PEARS 


the lowest prices or consigned to ERR OD 


you on memorandum. You can or- SMALL 
| ROUNDS 
(Melee) 


sory 


der anv'way vou prefer — one stone 


at a time:— In sorted and graded 


lots, or in melange papers. AAA 


TRIANGLES 


3 Exey Damandl fou Ecery Call 


os fo Today's Diamond buyer insists on selection. Confi- 


dence and price are not enough to sell our better 
informed shoppers. William Levine's Complete Sel- 
ection Service gives every jeweler the advantage of 
a Diamond inventory equal to that of even the lar- 
gest chains. This wonderful, and “sale-saving’, ser- 
vice is as near as your phone or mail box! Try it the 
next time you think of Diamonds. 








\W illiavh Levine Company 


lmporters and cutters of fine diamonds 


. . Se . | - ” . ~— 
— A\Paptson St. Cricaco 2. Inuinow |... Phone CENTRAL 6-3700 
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The pocket watch on The Jewelers’ Cir- 
cular Keystone cover this month is about 
160 years old. It is a striking example 
of how good style can weather the 
years. Even though the art of watch- 
making has brought about a great num- 
ber of changes in watch design, that 
pocket watch [it would make almost any 
pocket bulge) shows the desirability of 
clean, pure lines. The customer who 
bought that watch in 1800 was sold on 
its style, and style is still a prime selling 
factor. For a review and preview of 
up-to-the-minute watch design—which 
will be interesting 150 years from now— 
turn to "Now as Ever... Time to Sell 
Style," page 78. 


as Ever... Time to Sell Watch Style, 
by Jerry Gewirtz 


Priceless Gems Glitter at Salzburg, 


by Marianne Ostier 


Diamond Sales Are Highest Ever. 


by Dr. George Switzer 
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LOOK! WALLACE FLATWARE ISN’T FLAT... 
IT’S SCULPTURED ‘ALL AROUND’! 


FRONT 











P "i kigiae } 
ALL PRICES FOR 6-PIECE PLACE-SETTINGS. FED. TAX INC. 


Only exclusive selling difference in silver—3rd Dimension Beauty from Wallace! 


Turn a piece of Wallace Sterling in your hand. You'll 
see the unique difference immediately — so will your 
customers. Wallace flatware isn’t flat...it’s the only silver 
sculptured ‘all around’! No silver today gives your cus- 
tomer more workmanship for her silver dollars. And, 
what’s more, she can see it! Compare it! Convince her- 
se!f! That’s why Wallace is as easy to sell as turning a fork. 


WALLACE 


ne of the Hamitt Family of Quality 
< 


a Sculptured ‘All Around’ Patterns: Grande Baroque 
(shown), 4-piece place-setting, $31.50. Also—New Debu- 
tante, Grand Colonial, Silver Swirl, Meadow Rose, 
Romance of the Sea, Stradivari, Waltz of Spring, Rose 
Point, Sir Christopher, Wishing Star, Melanie, My Love. 
Now available! Wallace 4-piece basic settings (place knife 
and fork, teaspoon, cream soup spoon) from $25.00. 


vy STERLING 


ancaster, Pennsylivar 








Ronson 
Varaflame 


the shape of sales to come! 


* 





Ronson introduces the lipstick 
shope—the lipstick size—to butane 
cigarerte lighters! ime Ladylite purselighter 


“meets the demand for a truly feminine 





butane. lighter. The design is 


exclusively feminine with rich fluted 





gold plate and rhinestone accents. .. 
The Ladylite fuels in seconds, lights 
for months. Fingertip control dials 
any Soinadiatell desired. In luxurious red 


velvet gift case, °20 retail (pius tox). 


International Standard of Bxcclicare 


RAYON 
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Setting 

No. 104 
Dozens 

of styles 

in settings. 


Men's wed. ring Shank 
No. 6117 tyle No. 8259 No. 47134 
Ladies’ wed. ring Pearl, ladies’ © “Hundreds 
‘ No. 6116 and men’s stone of shanks” 
Mtg. No. 106/2448 Seamless bands. rings. 
Wed. ring No. 45/2449 
Over a thousand sets. 


everything? 


variety .. _ of advanced design! 
abundance... the largest selection in the.world! 
reLeravelAw .. highest standards in the industry. °- 


SOLD THROUGH LEADING WHOLESALERS! 


Karlan & Bleicher, inc. 


(Vie ators, De Signe rs and 


Manufacturers of Perfect Ring Findings 


136, WEST 52ND ST., NEW YORK 19, N. Y. 


OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 
STONE RING DIV.: FALCON STONE RING MANUFACTURING CO 


Phone: JUdson 6-6700 
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RSE s 
Mtg. No. 110/47067 F : Style No. 9341/2052 
Wed. ring No. 48N /47067 Men’s diamond 
Large assortment ‘of Style No. P237 Style No. 5413 ' mountings galore. 


Large assortment Dinner and fancy rings. 
solid shank sets. of pendants. 
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"The House of White Diamonds. 


1200 AVENEUE OF THE AMERICAS 
NEW. YORK 36, N.Y. 


DIAMONDS ON MEMORANDUM 
TO RATED JEWELERS 
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YOU HAVE A STORE OR STOCK 


PRICE ... 
always a 
reliable price, 
usually 

the highest 


TIME... 
equipped (in 
size and 
experience ) 

to come, bid, 
buy, and pay 
cash, in the 
quickest possible 
time. 


REPUTATION .. 
ours has been 
built and is 
growing, on 
integrity, 

since 1903. 


the oldest 
and largest 
buyers of 
jewelry stores 
and stocks 

in the 

United States. 


ISN’T IT A MATTER OF DOLLARS AND SENSE? TO CONSULT 


“bl? Jewelers 
Ares fs Aat 


38 Bromfield Street, Boston, Massachusetts « Telephone HAncock 6-3233 


WRITE FOR THE BOOKLET “‘DOLLARS AND SENSE FACTS ABOUT SELLING A JEWELRY STORE OR STOCK” 
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A superior new series of watches for jewelers who 
will build their quality business on ETERNA*MATICS. 


Consider these important advantages to you: 
Eterna’s distribution is clean as a hound’s tooth. Eterna » 
Matics do not compete with you in discount houses, cut- 
rate stores, or PXs. They are sold by leading jewelers 
who benefit from greater profits as a result of our 
restricted distribution pattern. AND no other watch 
company can compete with the value packed into a 
trouble free Eterna + Matic. That’s why jewelers build 
their business on the most advanced of the selfwinding 
watches, available in a host of beautiful styles for men 
and women. 

Why not investigate now? Wire us, phone us, or drop 
us a line. Centenaire “61” Series. Available in Steel, 
Steel and Gold. From $125.00 to $150.00 F.T.I. 


Sold and serviced in 132 countries. 


ETERNA- 


Eterna Watch Company of America, Inc., 677 Fifth Avenue, New York 22, N. Y. 
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Winds itself reliably on a ball- 
bearing. 


Hidden crown gives the appear- 
ance ofa truly automatic watch. 


Narrow bezel — despite hidden 
crown — makes for extra slim 
elegance. 


Watch is thin, but stillhas sweep 
second hand. 


Fully protected from damagedue 
to water, condensation or per- 
spiration by splendidly made, 
screw-back case. 


Superbly accurate thanks to 
extra large barrel and balance 
wheel. 


Date is reset at end of month by 
merely pulling crown out into a 
second position. Patented mech- 
anism is simpier than any. 


Shock protected with exclusive 
Eterna ‘‘U’’ shock absorber. 


ATIC 
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Here’s a lovely story you can read clockwise... reap profitwise/ Four beautiful clocks, all pricéd to please! 
MOONGLOW: really a two-in-one clock... tells time and serves as a night-light without bulbs, tubes, or radium- 
coatings; OLYMPIAD: classic Greek key design frames this bronze decorator clock... hammered-finish dial 
rises off wall; WESTCHESTER: handsome mahogany- finished wood in striking contemporary design with white 
panel overlay; LENOX: rich fruitwood finish lends traditional touch to a modern design. Order these Sessions 
Clocks and see for yourself how they can fill up your sales books quicker than any other line. Don’t delay. 
Company, Department JK-1, Forestville, Conn. 


€SSIONS 


Get your best-sellers today! Write Sessions Clock 
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Aglow with a myriad of fiery 
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and ever-changing colors, 
the Opalite Floating Opal is a 


sais ae 


masterpiece of the jeweler’s 
art. Truly, this is the ‘‘gem 


~ with the burning heart’’... 


iridescent, romantically afire, 


to be treasured by her 


who wears it in beauty. 


* . 
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Sheaffer’s Christmas advertising schedule starts today! 


Why does Sheaffer bring Santa Claus to town now...when 


influential publications. As you look over the schedule here, 
you'll notice that we’re saving the biggest guns for the heat 
of the battle. Millions of Americans will be seeing a block- 
buster of a pen promotion in the weeks before Christmas. 
Would you like a preview? Let your Sheaffer salesman show 


you the complete program on his next call. Or, if you can’t 
better way to do it than with strong, retail-oriented ads in wait, phone Ed Reavey or Greg Rouleau in Fort Madison. 
P Cc ? I d o 


pen department cash registers don’t start playing Jingle Bells 
until December? Because your customers— particularly when 
they’re selecting gifts—choose quality items that have a 
familiar, nationally-known name. There’s no better time to 


start the ball rolling with Sheaffer’s than today, and no 





October 3: Time 

October 8: New Yorker 

October 10: Sports Illustrated 
October 17: Time 

October 22: New Yorker 

October 31: Time 

October monthly magazines: True, Esquire, Play- 
boy, Field & Stream, Sunset 
November 5: New Yorker 
November 7: Time, Sports Illustrated 
November 12: New Yorker 
November 19: New Yorker 
November 21: Time 

November 26: New Yorker 
November 28: Time, Sports !Ilustrated 


© 1960 W. A. SHEAFFER PEN COMPANY, FORT MADISON, IOWA « SHEAFFER PENS, MAICO HEARING AlDS 


November monthly magazines: True, Esquire, 
Ladies’ Home Journal, Playboy, Field & Stream, 
Sunset, National Geographic 


December 4 newspaper supplements: This Week, 
Parade, Family Weekly, New York News, Chicago 
Tribune, Los Angeles Examiner, Seattle Times, At- 
lanta Journal Constitution, Louisville Courier Jour- 
nal, Columbus Dispatch 


December 5: Time, Sports Illustrated 


December 11 newspaper supplements: This 
Week, Parade, Family Weekly, New York News, 
Chicago Tribune, Los Angeles Examiner, Seattle 
Times, Atlanta Journal Constitution, Louisville Cour- 
ier Journal, Columbus Dispatch 


December 12: Sports Illustrated 


December 18 newspaper supplements: This 
Week, Parade, Family Weekly, New York News, 
Chicago Tribune, Los Angeles Examiner, Seattle 
Times, Atlanta Journal Constitution, Louisville Cour- 
ier Journal, Columbus Dispatch 


December 19: Time 


December monthly magazines: True, Esquire, 
Ladies’ Home Journal, Playboy, Field & Stream, 
Sunset, Ebony 


SHEAFFER'S 











theintegrity of our 
_\° precious-metal products 


Pe 


* WNothing is feft to chance, 
General | :ate’s 


modern equipment _ 
s and Manufacturing know-how. 


are backed up by constant 


assays for quality. _ 


> 
“ 


se extra safeguards insure 
that you, the customer, . 
receive the gold vaiue ~ 


*% 


for which you pay. 

This heips give you 

full re-ciaim on your éorelk 
makes certain 

‘you get material 

which conforms. 


to the exacting standards of 
“ *% 


8 


the Trade Practice Rules 
f 


promuigated by 
the Federal Trade Commission. 
Why not take advantage 


Por these General Pilate extras. 


TEXAS INSTRUMENTS 


INCORPORATED 
METALS & CONTROLS DIVISION 
34 FOREST STREET ¢ ATTLEBORO, MASS., U.S.A. 
GENERAL PLATE PRODUCTS 


ACTURERS ASSOCIATION AND ITS PROMOTIONAL PROGRAMS. 


at 





RICH CALF with hand-colored tooled design 
hiess thin model, expansion 


in popular stitc 
bottom, slide in 8-card pass case. 
#340-24, retail price $10 


took to MEEKER for BILLFOLDS 
with AUTHENTIC WESTERN Designs 


ebag full without bulging. Handtooled designs suit a 
. capture sales for big rewards. And 


including also smooth leather items. 


They hold a saddl 
man’s taste like a six-gun holster . . 
MEEKER offers you a full line... 
Send for catalog today. Stock up now! 


LAVISHLY EMBOSSED 
both inside and out. 
Expands on 3 sides to 
hold more... folds flat. 
Removable pass case. 
Steerhide. #7 9-72, 
retail price $7.50* 


ONE-PIECE CON- 
STRUCTION for longer 
wear. Has snap-in pass 
case, expanding side 
gussets. and-colored, 
tooled Gosign: Steer- 
hide. #66-20, retail 
price $5.50 


MEEKER SETS 


* P  aesanen gift dollars 
give you . 
sales thru extended selina oy merence the siss 
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Set in G - 
enuine Alligator. Billfold has removable a. 
movable pass 


Case .. 
- 2 Card pockets. . . is oe 
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OVER 2,000 JEWELERS WILL 
FEATURE CORONET JEWELERS' 
GIFT SHOWCASE! 


Don't miss being part of this vital 
CORONET selling program... 


: "S completely-integrated - Specially designed merchandising plan offers a direct 
Christmas selling program advertises tie-in for your products —— right at the retail level! 
— selis your goods — right at the retail Reach audience of i2 million at the lowest cost per 
level — assuring top value for your ad- thousand in the magazine field! 
vertising dollars! 


| ; | Window display contest for jewelers — assures your product 
Join America’s finest companies —— will be featured throughout the country! 

Wallace Silversmiths, Hamilton Watch, 

Bulova Watch, Lucien Piccard, Webcor, Free reprints of your CORONET ad! 

Ronson, Krementz, Columbia Diamond 

Ring, Incabloc, Cultured Gem Stones, Entire program created by leading jewelry merchandising 
Tissot Watches and many others — ad- specialist — Maurice M. Goldberger, President, Gramercy 
vertising in CORONET ‘Jewelers’ Gift Advertising Co., Inc.! 

Showcase!”’ 


Advertise in 'LIMITED SPACE AVAILABLE 
CORONET ‘IN DECEMBER ISSUE ONLY! 
‘“Jewelers' Gift re ee I as am 


Showcase'"'= PHONE, WIRE, IMMEDIATELY! 


seli more this | . | oarusiiate 
‘Cle oa CORONET macazine 


Christmas! 
428 MADISON AVENUE, NEW YORK, N. Y. 
PLaza 9-3232 











For a Christmas to remember. 
give a. 


HANILTON WATCH 





ae 


A AIANILTON 
FROM YOUR JEWELER... 
THE PERFECT GIFT 









if 


For the leader others follow 


FASHION FOREMOST COLLECTION BY HAMILTON 


Those with a flair for style will welcome these strikingly 
modern Hamiltons. Outside—fashion-wise c 


lesign, alive with today s 
contident soph 


ophistication. Inside—traditional Hamilton quality, 
born of the watchmaker's pride in his 
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To match the stars you put in her eyes... 


A DAZZLING HAMILTON DIAMOND WATCH 
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If they literally live with their watch... 


THE VERSATILE HAMILTON Nfeulperproof 


+ 





THIS AREA FOR 
YOUR IMPRINT 


e If catalog is to be used as a self mailer, imprint 


will be a corner card. 


e If catalog is to be used as an enclosure or coun- 


ter piece, imprint will be centered in this area. 


F* bal CB fd OE 


by is 
FFASANISLTOMN 
Dynamic styling, the picture of motion, a 
vigor and youth—like the man g 
who will wear it! Richly interpreted 

in 14 karat gold, this is design 

as only Hamilton conceives it. 


$475” 
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- EIGHT-PAGE SECTION ---THE MOST 
- SPECTACULAR WATCH ADVERTISEMENT! 


+ 
4 


YOUR STORE WINDOW IS NATIONALLY- 
ADVERTISED IN CORONET =—- AND THIS 
ATTRACTIVE 8-PAGE SECTION CAN 
BECOME YOUR OWN CHRISTMAS CATALOG! 


* Your own full-color, 8 page catalog at the lowest 
price in the industry! 


* Features 33 of Hamilton's fastest-selling watches! 


* Can be used as a self-mailer, envelope ericlosure or 
counter give-away! 


* The perfect insert in your own catalog! 


* Specially-designed 2-color envelopes are available at 
only $20 per thousand with imprint! Can be used for 
your other Christmas literature. 


A limited 

number of 

orders for 
catalogs can 

still be accepted— 
wire or phone 


i so 2 


FAA NI LT OLN watcu co. 


LANCASTER, PENNSYLVANIA 





PAGES IN FULL COLOR 
ie O10) 516 )a' KT 


FEATURES YOUR WINDOW and 
BECOMES YOUR CATALOG! 


LIFT INSERT! 





They're New... 


“Zoomatic,” Bell & Howell’s 8mm electric 
eye movie camera, has powered zoom unit 
which moves from wide-angle to close-up in 
six seconds—or two seconds when set on slow 
motion. Also has single frame release. $239.95 
for roll film model. 


9 genuine stones of various colors 

enhance the beauty of this 14K yel- 

low gold brooch. The delicate floral 

pattern lends an added touch typi- 

cal of CHURCH & COMPANY de- Longines “Diamond Magnate” has 37 dia- 

sign skill. monds arranged within two gold circles—one 
hand lapped, the other Florentine. Crystal is 
synthetic sapphire. It comes in white or yellow 
14K gold. $475 retail. 


CHURCH & COMPANY 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


i A AL A 
eae} LA6 


Trade mark registered 


aN AMERICAN 
n US. & Cenoda 


GEM SOCIETY 
“Starry Night” is luxury version of “purse- 
light” flashlight for milady’s handbag. It is 
rendered in 14K with 14 diamonds and 18 
emeralds. $1,795 retail. Others retail from 
$2.95 to $7.95. From Bright Star Industries, 
Clifton, N. J. 





..- 18 individual catalog numbered 
snap-latch plastic boxes . . . no more 
corks to twist or glass vials to break! 


Here’s another new from Elgin. And watch- 
makers have already told us that the new Elgin 
Clear-Vue Crown Book is the greatest packag- 
ing advancement since push button shaving 
cream dispensers. 

For the first time, you can spread your entire 
crown assortment right before you... each in- 
dividual crown box is catalog numbered —can’'t 
roll from your sight. 


mq 


Fits into your Materials Cabinet System 


NEW FLGIN CLEAR-VUE CROWN BOOK 


‘@ 


There’s no more twisting of corks, dumping 
of crowns, or danger of splintering vials. You 
simply turn the snap-latch and select the 
ELGIN crown for the job. Assortment chart is 
mounted in book for quick, easy reference. 

Another important benefit . . . your Clear-Vue 
Crown Book fits into your Elgin Materials 
Cabinet System. This means all genuine Elgin 
parts are where you want them, when you want 
them—in your cabinet. 

13 quality crowns... 5 empty latch-boxes for 
future additions... only $7.95. 

Order now from your authorized Elgin 
Materials Wholesaler. 





ELGIN DURABALANCE KIT 


Fits all Elgin Durabalance 
graces ...includes 3 
balances (complete) plus 

18 additional weights and 

a FREE beautiful Durabalance 


paperweight. Take advantage 


of this special offer. 


A $19.25 value only $12.95 





ELGIN WRAPAROUND CRYSTALS 
$7.85 full assortment of 16 crystals 


~— ean) Interchangeability Chart 
*YSTaLs } tells you instantly which 

Te  erystal to use with the Elgin 
model number stamped in 
the case back. Crystals fit 
every current Elgin 
wraparound and one-piece 
case—22 models in all. 








ELGIN NATIONAL WATCH COMPANY © Trade Material Division, Elgin, Illinois 


Available in U.S. and Canada from your authorized Elgin Materials Wholesaler only! 0x55 
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YOUR NAME IN 
— SILVER 


smoothest writing pen. 
The pen with the precision 
of a fine watch... 


WATERMAN 
Jewel Point 


$550 


EACH 


THE MODERNA 
PATTERN 


Gift boxes 


available 


Y  G.M.C. PROCESS CORP. 


718 BROADWAY, N. Y. C. 3, N. Y. 














bi 4 P erfect Silver Cobtwel 


Early American Design in Genuine Maple 


For those hard 

to please customers 
who demand the finest 
at moderate prices— 


Select from many 
models in a wide price 
range. 


Send for illustrated brochure 


Shown is No. 51-61. 

37/2" high and 20!/.” wide. 
Depth 14!/2”. 

Place settings for 24. 


Drawers in upper cabinet can be 
locked All drawers are tarnish 


proof. Upper cabinet is removable 


r 
$145.00 Keystone. 


HANSON CLOCK MFG. CO. 
1220 Eleventh Street Rockford, Illinois 
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They're New... 


Recent addition to International Pewter 
line from International Silver Co. is this hur- 
ricane lamp. It is 7% inches high. $10 retail. 


4 LT entitied aastiiians onli teh et eM ee) ee ee ee ee) ee ee ee 


“Arabesque,” women’s expansion watch- 
band, has Florentine finishes on beveled links. 
Available in either white or yellow, it retails 
at $9.95 FTI. From Flex-Let Corp., 580 Fifth 
Ave., New York. 


Entry into camera field is this “C-3 Match- 
Matic” in a complete line of Golden Shield by 
Argus camerus. This 35mm model has _ six 
lens openings and six shutter speeds. With 
detachable light meter, leather carrying case 
and flash attachment it retails for $64.50. 


“Superior Dynawind” man’s watch has 25 
jewels, “‘Incaflex’’ balance wheel and renew- 
able two-year waterproof guarantee. $100 re- 
tail. Wyler Watch Corp., 131 E. 23rd St., 
New York. 
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© Lifetime trade-in privilege, perma- 
nent registration and protection 
against loss of diamonds. 


¢ Complete dealer aid program... 
newspaper mats, neon signs, mo- 
tion window displays, in-store dis- 
plays, theatre commercials and 
direct mail. 





For profitable Credit Selling... 
“STARFIRE by lee oy—t-1.4- 


A. H. POND COMPANY, INC. + SYRACUSE 2, N.Y. 











BARRASSO & BLASI, INC. They're New. .. 


The House of 


since 1916 








CAMEO RING 
# R 2121A 
10K & 14K 


i : gti i Be 
Silverplated candelabra in Georgian style 
is new addition to Wallace Silversmiths’ line. 
All joints are threaded for breaking down 
arms for single tall or short candelabra. This 
17-inch five-light model is $175 FTI per pair. 


CAMEO BROOCH: 
# B 5858/35 
10K & 14K 


wn MOTHER OF 
go ads egy wf %~—sCéPEARL:s«EARRINGS 
# P 6462 ee + £ 199 
10K & 14 K a een . | 
“a o£. Die-struck dinner ring in 14K holds nine 
diamonds. Manufacturer says die-striking pro- 
duces a surface that may be given exception- 
ally high polish. From Karlan & Bleicher, 
Inc., 136 W. 52nd St., New York. 


MOTHER OF 
PEARL BROOCH 
© 6383/35 This selection from the new “Bristol” series 
10K & 14K , | 
of low-priced watch bands has effect like flat- 


tened hobnails. From Foster Metal Products, 


Inc., Attleboro, Mass. 


Manufacturers of a large selection of cameo 
brooches, cameo pendants, cameo earrings, 
cameo rings, and cameo lockets in 10K and 14K. 
Ask your wholesaler to show you the complete 
Barrasso & Blasi line of fine 10K and 14K gold 
jewelry. Write for information. 
Harry O. Blasi Henry L. Ohlhausen 
9 Maiden Lane 29 EK. Madison St. | 
New York 7, N. Y. Chicago 2, Ill. 2 
WO 2-5929 LE 6-3090 re 
The two most vanishing commodities—time 


and money—have been linked in this money- 


BARRASSO & BLASI INC clip and watch combination by Elgin. Watch 
| . has 17-jewel, shock resistant movement and 
31-33 GOVERNOR, NEWARK 2, N. J. © MI 2-1252 unbreakable mainspring. $29.95 retail. 
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MORE BEST-SELLING CLASSICS 


Newest word for smart precious jewelry... 


~PALLADIUM” 


Imaginative New York jewelry designer, 
JACK GUTSCHNEIDER, has com 
pleted a new collection of precious 
palladium jewelry for you to give or 
treasure yourself. It’s a brilliant group 
that features unusual settings in this 
newest of white precious jewelry metals. 
Pailadium, a favorite of many top de- 
signers, enhances the sparkle of dia- 
monds . .. gives each piece fashion 
personality. 

These designs may be purchased at 
your favorite jeweler’s store — or if he 
does not have them, he can obtain them 
for you from Jack Gutschneider, 655 


Fifth Avenue, New York 22, N. Y. 





1. Classic all-precious palladium brace- 
let, set with 16 diamonds and 9 colorful 
gemstones: ¢ hoice of genuine cabochon 
rubies, sapphires, emeralds or opals, 
$550. 

2. Exquisite all-palladium bracelet, set 
with 64 diamonds and 10 beautifully 
matched cultured pearls. $750. Also 
available in two-tone design . .. gold 
frame, palladium top and settings. 


3. Floral spray brooch with large dia- 
monds set in 18K gold Florentine flow- 
ers, brilliantly accented by 84 diamonds 
in graceful palladium stems. $1,250 

4. Precious palladium earrings agleam 
with 50 diamonds and cultured pearls. 
Unusual design in white, light, beautiful 
palladium. $390 * etail prices. Fed. tax included 


Palladium a precious metal of the platinum group 


PLATINUM METALS DIVISION - THE INTERNATIONAL NICKEL COMPANY, INC. - 67 WALL ST., N.Y. 5, NY. 





JEWELERS’ C/K 


New palladium creations 
by Jack Gutschneider © 
are nationally advertised 


Beautiful jewelry created by Jack Gut- 
schneider in precious palladium. These 
are ever-popular classic designs that 
appeal to every age and every taste. 
And they’re moderately priced. Order 
your stock today so you'll be ready to 
sell when the impact of national ad- 
vertising generates store traffic. . 


See this advertisement in HARPER'S 
BAZAAR, September (circulation 390,- 
000) . . . and in HOLIDAY, November 
(circulation 917,000). Send for free re- 
prints of the advertisement shown, mail 
them to your best customers. They'll 
work for you. 


JACK GUTSCHNEIDER JEWELRY CO., INC. 
665 Fifth Avenue, New York 22, N. Y. 


Please send me: 


1._.____diamond and ruby, sapphire, 


2._____diamond and cultured pear! 
bracelets 


| 


4.__.___diamond and cultured pearl 
earrings 
*Fed. Tax included (All prices keystone) 


sumer advertisement. 


Name 


Suggested 
Retaii* 


emerald or opal bracelets... .$ 550 


Also, send 100 free reprints of Palladium con- 








(please print) 


Store 








City Zone 
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More quality products 
... More quality fea- — 
tures... more adver- 
tising support for you 


Toastmaster gives you 
everything you need to 
make the sale! Ex- 
ample: the Toastmaster 
reputation for unsur- 
passed beauty and de- 
pendability! Example: a 
complete line that enables 
you to trade up from one 
product to another when 
necessary! Example: 
Dramatic, colorful ads 
in leading national maga- 
zines. All this plus a con- 
tinuing program of sales- 
building promotions, 
deal opportunities and 
local advertising. 


“STAR-MIX” 2-SPEED BLENDER 
A. Model 10A1C (white) 
Model 10A1 (chrome) 

RADIANT “INSTANT” HEATER 
B. Model 9C2 
AUTOMATIC “INSTANT” HEATERS 
C. Compact Model 981 
D. DeLuxe Model 9A2 
FULLY IMMERSIBLE FRY PANS 
E. Model 8C1 (stainless)... ...$22.95* 
F. Model 8D1 (aluminum) 

(Control & Covers extra) 
DE LUXE ALUMINUM FRY PANS 

with built-in thermostat 
G. Model 8Al (11”) 
H. Model 8B1 (12”) 

(Fry Pan covers extra) 








NOW A TRULY COMPLETE LINE! 


3-SLICE TOASTERS 


STEAM AND DRY IRON 
P. Model 4B2 


2-SLICE TOASTERS 
S. Model 1824 Automatic 
T. Model 1821 Automatic 


U. Model 1816 Powermatic. ... 





ee 
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HOME HAIR CUTTING SETS 

V. 6 Piece Set (13A1-68).. .. 

W. 12-Pc. Set (13A1-125) 
9-Pc. Set (13A1-9S not 


.-$10.95* 
17.95* 


“PORTABLE PLUS" MIXER 

X. Mosel 17A1 Hand Mixer only $19.95* 
Model 17 A1-A3 Mixer & Stand $29.95* 

ELECTRIC CAN OPENER 

Y. Model 22A1 (white) ......$24.95"* 

Model 227Al1 (chrome) ........ 

PUSH BUTTON “INSTANT” HEATER 


17.95* 
29.95" 


*Recommended retail prices. 
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the IOASTMASTE R*“ Action Angle”’ Electric Can Opener 


THE ONLY CAN OPENER MADE WITH UNIQUE 
""ACTION-ANGLE” CUTTING WHEEL THAT 
OPENS ALL SIZES AND SHAPES OF CANS ‘s 
¢ 


.. +» ALWAYS LEAVES A SAFETY-SMOOTH EDGE! "Ones 


30° 


Know the features that make the sales . . . and you’ll close more 
sales at better profit! Let’s look at the way this beautiful 
Toastmaster Electric Can Opener is made! It’s loaded with 
exclusive features, convenience features, quality features 


... all helping you sell! 


“ACTION ANGLE” 
ELECTRIC CAN OPENER 


Model 22A1 95 
White $24 
Model 22A1 Chrome $27.95* 


®* SUPER SAFE “STOP-ACTION” 
LEVER. Operator is always in full con- 
trol of cutting action. Removal of 
pressure on lever stops can opener 
instantly at any point in cufting cycle. 


© FINGER-GRIP CASE. Conveniently 
designed with finger grip slot in rear 
of housing to permit easy carrying. 
Also provides a handy place to store 
excess cord out of the way. 


® STABLE, WELL-BALANCED CON. 
STRUCTION. Low center of gravity 
and sturdy die-cast zinc housing com-~- 
bine to keep opener “rooted” to the 
spot. Won’? creep, jiggle or slide. 


* EASY TO CLEAN. Entire cutting head 
can be removed, quickly and easily 
by merely loosening two knurled 
knobs on plate. Permits entire head 
to be kept clean at all times. Elim- 
inates messy, unsanitary food de- 
posits around cutter. 








® CHOICE OF 2 BEAUTIFUL FINISHES. 
Can opener is available in either lux- 
urious, gleaming all-chrome finish or 
modern all-white baked enamel case. 


TOASTMASTER’S “INSIDE STORY” SELLS FOR YOU 


Toastmaster’s “‘inside story”’ is the strongest selling story 
an appliance salesman can tell a customer. It’s a story of 
exclusive features, superior construction, and matchless 
quality that no other appliance manufacturer can dupli- 
cate. This is the sort of product ammunition that makes 
sales! This is the way you can offer your customer proof 
of Toastmaster’s Traditional Quality. Use Toastmaster’s 
“inside story’’ to work sales magic in your store! 
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' ‘ 
y | TILTED 8° 
ANGLED shear ” 
© “ACTION-ANGLED" CUTTING 
WHEEL. Entire cutting assembly is an- 
gled 30° down and turned 8° in te 
achieve smoothest, safest cut possible, 
Ne jagged edges. Sharpens itself as 
it opens the can. 











® ONE TOUCH ACTION. One simple 
motion locks can in position, starts it 
turning at constant speed. Detached 
can top flips up high to allow juice 
to drip neatly back into can. 

® CARBORIZED "MAGIC CIRCLE’ 
CUTTING WHEEL. Made of hardened 
tooled steel... not a stamping! Tests | 
prove it won't dull because it’s self- | 
sharpening! Drive sprocket is car- 
borized, too. 


® POWERFUL HEAVY-DUTY MOTOR, | 
Engineered in the Toastmaster tradic | 
tion te give cutting head all the 
power necessary to cut through all 
types of cans and tins. Step-down | 
gears mutiply power almost 100. 
times! 


* ALNICO V MAGNET. A touch of a | 
finger sets magnet in place on can 
top. After cutting is completed, mag- 
net flips top up ovt of way for quick, 
easy removal of can. 

® PRE-BENT ELECTRIC CORD. Perma- 
nently formed to lie flat, out of the 
way where it enters the can opener 
housing. Eliminates tangles, keeps 
cord away from cutting action. 

® WALL BRACKET INCLUDED. Permits 
opener to be mounted on wall for 
convenient location close by working 
area when counter top or table is not 
conveniently located. 


® SELF ADJUSTING CUTTER adjusts 
_ automatically to different can thick- 
nesses. 
Use this ad to train your salespeople. 
For extra copies, write direct to Dept. J-90 


TOASTMASTER 


““ToasTMASTER” is a registered trademark of McGraw-Edison Company, 
Elgin, Ill., and Oakville, Ont. © 1960 


TOASTMASTER DIVISION 
McGRAW-EDISON COMPANY 
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Florentine finish ts. en- SW iS SA 


hanced by continuous SS NES Y : 
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Lovely marquise designs 
defined by contrasting 
white engraving adorn the 
handsome 14K yellow 
eee}he Mm ar-lalemmer-2A\,-16Me-t-R GE 
finish on the round top. 
Fluted edges in white 
Keystone $66 per set. 
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WEDDING RING SETS 




















Your customers will see at once the amazing difference in the refreshingly new line of 
hand carved Barel Bridal Matched Wedding Ring Sets. And you'll be delighted with the big 
difference they'll make in your sales and profit picture. Each one is a triumph in exclusive 
styling, yet so modest in price . . . your unbeatable formula for creating customer confidence, 
fast turnover and store prestige. 


Barel Bridals are available in a large selection including the ultra-smart hand carved Swedish 
and Florentine finishes .. . proven by far the most enduring and finest available anywhere 


The Barel signature Y appears in the shank of every ring to assure you of a genuine hand 
carved original. 


Here are four of our latest distinctive creations destined to be ‘sensational sales boosters. 
Our salesman will be pleased to show you our complete selection 


Controlled distribution—sold by the manufacturer directly to the retailer. Free mats available upon request 


DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. |. N. Y. 
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lite Nines 


‘“‘We advertise in 11 Yellow Pages directories to promote all 11 
branches of our chain!” says J. Greenberg, Mgr., Daniel’s Jewelers, 
Saginaw, Mich. ‘‘We’ve been in the Yellow Pages since we’ve been 
in business—35 years. And during that time we’ve found the direc- 
tory particularly valuable in pulling neighborhood newcomers and 
telephone inquiries. People say they found us through the Yellow 
Pages! The dominant size of our ad convinces prospects we’re 
a solid company — a leader, and we are!”’ m Display ad (shown 
reduced at right) runs under JEWELRY — RETAIL. Call the Yellow 
Pages man at your Bell Telephone office to plan your program. 


Display this emblem. 
it builds your business! 


PERFECT DIAMONDS 
FINE WATCHES 
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Jeweler 


324 E WISCONSIN AVE. - MILWAUKEE 2, WIS. - 
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Mr, Pete Brown, 
Linde Star Sales 
270 park Avenue 
New York 17, %- , 


Manager 


pear Mr. Brown: 
we feel it is 
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From our yiewpoint it wes completely gatis- 


factory: Wwe enjoyed having Mrs- Greene 


stores and we feel that she was 


received by the jocal press: radio, 
vision. 
nad an snteresting story 
willing t° devote time and space t° it. 


result of each media we had 


quite roya 


in our 
Lily 
and tele- 
These medi apparently felt that she 
zo vell and they were 
As the 


several people in the 


store on the day chat Mrs. Greene wes here and, 


in addition. 


had left. The later inquiries 


see the *Linde® display ®5 they 
about the availability 


as well 3s the non- stat syathetic stones. 


and cost of *Linde* 


several more people came in after she 
were not so much Lo 


were to {inquire 
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‘Linde’ Stars 
LOur 


the Country 


ON-THE-SPOT STORE 
PROMOTIONS WIN PRAISES OF 
LEADING JEWELERS... 
HELP BUILD SALES 


A traveling “Showcase of every- 
thing that’s new and beautiful in 
Linde Star-lit jewelry is the new 


derhatigeielage-(aalelpmlanplchace-telempnlelas 


prominent jewelers throughout the 


land! 
Kakee-uctmeye mth aleclelospmenihama tare 





in store after store, the results are 
the same. More traffic. More inter- 

Mrs. Ruth Greene, Assistant to Sales Manager, ‘Linde’ 
est. More sales. Stars, and Mr. Charles Schwartz of Chas. Schwartz 
& Son, Washington, D. C. display the world-famous 
: oe ‘Linde’ Star Coronation Necklace, and matching ear 
the Linde Star Showcase. Com- rings, a major element of the $75,000 ‘Linde’ Star 
Collection of Fine Jewelry. 


Your store can be the setting for 


plete with all the promotion power 
we put behind it. Contact Linde 
Stars today. ‘ cand get more These af | 

; : GO Michael’s, in Hartford, Connecticut, a member store of 
tion on the sales- making activities the famous New England Chain, gave their main window 
that inspired these letters from _ to a dramatic display of Linde Star Jewelry. Other pieces 
Ane see of the internationally famous collection were displayed 
jewelers you know. Linde Stars, within the store. Mrs. (Green was in attendance to tell 


270 Park Avenue, New York 17, N.Y. the story of the Stars. 


: 





In September and October, Linde’ 
Star Showcase Promotions are Sched- 
uled in these Fine Jewelry Stores: 


Oil ei cersliimei =.) 1-11-16-yeesy- lah e- eo t-]a0y-1e- Pa Or- Like 
Sept. 12-14 

Long's Jewelry Store, Boston, Mass 
Sept. 19-20 

Michael's Jewelers, New Haven, Conn 
Sept. 21-23 

Rosenswe#p's, Phoenix, Arizona 

Oct. 12-14 

Grunewald’ & Acams, Tucson, Arizona 
Oct, 18-20 

Rudoiph’s, Syracuse, N.Y 
Oct. 26-28 


al registered trade 11) irk of Tae luce 
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There are three parts to your new Watchmakers of 
Switzerland display. Use them all. They’re im- 
portant. Here’s why: 


PART 1: The Inside Difference Comparison. Show 
customers the difference between the movements 
of a Quality Swiss Jeweled Watch and a cheap 
watch. All you do is set up the two watch move- 
ments in their allotted places. If low prices are 
not your problem, just use two Quality Swiss 
Jeweled Watches...one with the back off... one 
with the face out. Encourage customers to listen 
to the difference in ticking sounds. Keep some ex- 
tra watches close by, too. 


| 


oo 


ee, 


PART 2: The velvet-covered jeweler’s pad. Here 
is an elegant background for your finest Quality 
watches. While you show the new styles, talk 
Swiss. Let your customer know that Quality Swiss 
Watches have more styles... greater individuality 
... for him! 


PART 3: Three Steps to Watch Quality. Here, on 
the base of the display, is the strong conclusion 
to your Swiss story. Remind your customer that 
he needs all three elements in the watch he buys 
to be sure of built-in accuracy and reliability: 
a. Precision-crafted movement: b. 17 basic jewels: 
c. The word “Swiss” on the dial. 


swiss 
ALITY © : 
eWELED MOVEMENT 


<a Me 


% 





For your information: Your display is being 
shown on the Dave Garroway Today Show three 
times a week in your area. The same Comparison 
story is being talked about on local radio, too. 
There’s more! Running right along in this same 
important direction is forceful publicity in news- 
papers, magazines and all broadcast media. 

Remember the national command! Use these 
exact words as you reach customers through news- 
paper and radio advertising. 


Before you buy a watch, stop, look and listen! 
STOP at your jeweler’s. LOOK at his Inside Differ- 
ence Display which shows the movements of a 


Quality Swiss Jeweled Watch and a cheap watch. 
LISTEN to the difference in ticking sounds. Dis- 
cover the one watch made for lasting accuracy and 
reliability is a Quality Swiss Jeweled Watch. It has 
a precision-tested movement ...17 basic jewels 
. says Swiss on the dial. 

So join in! Use the new display. Talk Swiss. 

It’s the right way to step up Quality Swiss 
Watch Sales, plus the important profits they bring 
to you. 

If you have not received your display, write 
to: Watchmakers of Switzerland. c/o Suite 1105, 
730 Fifth Avenue, New York 19, New York. 

















To be sure of quality, consumers ask for incabloc-equipped watches. Leading 
watch manufacturers and wholesalers have endorsed the consumer advertising 
campaign emphasizing incabloc as the distinguishing feature of quality 
jeweled-lever watches. The incabloc protective system, scientifically engineered 
by The Universal Escapement Ltd. of La Chaux-de-Fonds, Switzerland, 

is sold exclusively for use in jeweled-lever watches. it is the consumers’ guarantee 
that he is buying a precision timepiece. Convert this strong consumer demand 

into jeweled-lever watch sales ...feature incabloc in your store and advertising. 
For free sales aids and advertising material write to 

Incabloc Corporation + 730 Fifth Avenue -+- New York 19, N. Y. 
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LAYS HATH 
=CEMBER! 


CHRISTMAS SHOPPING DAYS, THAT IS! 


That's the headline of ELGIN S full-color spread 


in the Saturday Evening Post, November 26 issue, 





and Look, December 6 issue — pre-selling your 





customers on ELGIN watches for Christmas 


... part of FLGIN S 


big advertising this fall in the 
leading national magazines! 





19 ELGIN WATCHES, 


TS TIME TO SELECT YOUR. GIFT FLG | N 
CHOOSE NOW FROM THE WiDEST RANGE OF 
| STYLES, PRICES AND FEATURES EVER OFFERED 


Prices include Fed. Tax unless otherwise stated. Elgin watches available in Canada at leading jewellery and department stores. Lord & Lady Elgins available only at franchised jewelers. 


























¢ => 
Today.vse your, > 
Elgin ! 


he. 





Heres 
more 


of ELGIN S 
big ad in 
‘LOOK’ and 
the POST 


JUST IN 
TIME 
FOR 
YOUR 
CHRISTMAS 
SALES! 





AT PRICES FOR EVERY 


IF YOu 
WANT TO 
SPEND 

AROUND 


$2022 


IF YOU WANT 
TO SPEND 
AROUND 


[F 
PRICE 
IS NO OBUJE 














*When case, crown and crystal are in 





al ore intact 


Ure 


b DuraBalance guaranteed shockproof for life. 


—_— 





BIG TV STARS 


like these will 

be talking rAwniDe 
tO your Ci WAGON TRAIN 
customers —\_ = 


HAVE GUN PERRY COMO 


WILL TRAVEL 


PDICK CLAR BS TARAMIE~ 


eaa( "Tie in...order your 
sewoo"” ELGIN merchandise NOW! 





T opay, I own 3 Jewelry stores... 5 years ago 
9 I watched our Diamond Sales take a Terrific Drop. 
They re New eee True, we were experiencing a horrible 13.6% Un- 
employment situation in our Cities. I became 
desperate. What could I do to INCREASE our 
Sales, particularly our Diamond Sales? I went to 
work, and being an “old” advertising man, was 
fortunate in being able to PERFECT a program 
which ACTUALLY INCREASED our Diamond 
Sales by 11%%. I wrote an article describing this 
program .. . it appeared in the National Jeweler. 
I was swamped with letters from Jewelers all over 
the Country asking me for additional information 
- SO great was the enthusiasm shown, that I 
determined to make my pregram available to alert 
Jewelers thru-out the U.S.A. Of course, confining 
membership to but ONE Jeweler in any ONE 
Community. 
Today, I am proud to say hundreds of Jewelers 
thru-out the U.S.A. are making EXTRA Diamond 
Sales ... are INCREASING their Diamond Volume 
. - in fact, increasing their entire store’s volume 
because they, too, joined the “Guild of Diamond 
Experts.” 
Like to get back into the Jewelry Business? Wish 
to INCREASE YUUR DIAMOND SALES TOO? 
“Georgian” line of Reed & Barton Silver- Write for my Free Brochwre today! Of course, 
, P , mar , there are imitators, but, just as you know the dif- 
smiths silverplate is distinguished by contrast- ference between a Zircon and a Diamond, there’s 
ing “C” scrolls and plain surfaces. All-purpose — difference between my program and its 
bowl is $9.95 retail. For as little as pennies a day, you, too, will enjoy 
amazing Results. Jewelers tell me that my monthly 
magazine ‘‘Ideas’’ is well-worth the membership 
fee alone. You be the Judge! If your Community 
is open, you’re lucky. This is not a Gimmi k, THIS 
IS IT. It’s Ethical! It’s Sales-Proven! It’s Pres- 
tige-Building! Join the “Guild of Diamond Ex- 
perts”” and watch your Diamond Sales SKYROCKET 


tov. 

prochure »- EO FREED 
BROCHURE to: _ 

2: AO) x 

“Garden Path” is the name of this women’s fe _ 


~~ \ | 
watch in the new Westclox series, “Golden : on mh of |:5)iamond 3 x erts 
Ballet.” Three watches in the series have \Se : Resear > EEE \ S one K BAW 
Florentine bracelets; all have unbreakable <8 © S25 eZ) ITD. 
mainsprings, stainless backs and are shock 111 EAST WATER ST., ELMIRA. NEW YORK 
resistant. 








A ROYAL SWEDISH CREATION 
FOR INFORMAL LIVING 


as 
Reproduction of work by Alfonso Perez, “La oe Be GO LA 


Pavane” hand needle-executed purse is pro- 
duced in France on pure silk. It comes in 
black with gold-on-bronze frame. $10 retail. 


From Nash, Inc., 316 Barrow St., Jersey City. A Swedish modern design 
in stainiess steel with a 
satin hand finish, forged 
from rods. An unbreakable 
boil-proof nylon handle is 
available in several dec- 
orator colors. Knife has 
wavered cutting edge. 
Five piece place set- 
ting $12.50 Key- 


stone. 


ft, 
1 o] vy 


BY NILS-JOHAN 


Write for details 


Each grandchild rates an addition to grand- 
mother’s sterilng silver monogram pin. Any SWEDISH METALCRAFT. INC ’ 
number of discs with child’s name and date of . : SUPPLIER TO SWEDISH 
birth may be added to the pin. Discs are 696-698 Palisade Ave. ROYAL COURT 
$1.10 FTI and pin is $4.40 FTI. From Leonore Teaneck, N.J., Phone TE 6-8980 
Doskow, Inc., Montrose, N. Y. 














JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 1960 





They’re New... . 


DAY 
a 
World's 


For over 70 years RACINE has set the 

‘ standard of QUALITY in dependaple 
Largest Timers and Chronographs—for use in 
industry, science, research, sports and 


Selections communications. 


of Fine Features of GALLET “Lido,” lady’s watch from Bulova, has 17 
and GALCO Timers: jewels, is shock-resistant, and has unbreak- 


TIMERS | able mainspring. Case is rolled gold plate with 
NIVAROX Hair Springs stainless back. $49.50 retail. 


GALLET GLACIDUR Metal Balances 


CHROME Finish, Hinged 
(e7-4 Ol @) Nickel Cases 


ANTIMAGNETIC 


7-JEWEL Lever Movements 
{none stronger made} 





SECURITY 


GUINAND 


Complete stock of materials and 
ports for ail models in our lines 


RACINE : 


CHRONOGRAPHS Write tor new Catalog JC-9 : | ; 
: Table lighter, the “Grenadier” from “Coli- 


bri by Kreisler” series, comes with black and 
—ECh Ge —o— wee - Oa ©. b —aP Mele! 1) tL ani tte yellow finishes. Flared sides are open-work 
pr ' ; , ; revealing interior drum. From Jacques Kreis- 

20 WEST 47th STREET, NEW YORK 36 ler Manufacturing Corp., North Bergen, N. J. 














FOOTBALL CHARM 
BY ZG iAher 


Two-quart silverplated pitcher is from Heir- 
loom Sterling’s new “Colonial Suite” line. 
Manufacturer says finish matches the “fire 
ACTUAL SIZE skin” 18th Century silversmiths achieved 
through repeated heatings of their wares. $30 
FTI. 








You can be the big winner in the athletic Sees EEE EA 

banquet season by selling charms to the many | et ALAS ALMA > + ae 

champion teams. Build for permanent | 

leadership in this field with Fisher quality, Personalized Waterman ball point pen car- 

in Sterling, Gold-Filled, Rolled Gold Plate, ries either individual’s or company’s name. 

and 14k Gold. Always through wholesalers. Its jewel point is a Linde synthetic star sap- 
| phire. Detail above pen shows reverse side of 

barrel with Sterling silver ornamentation. 

From G.M.C. Process Corp., 718 ‘Broadway, 


J. M. FISHER COMPANY « Attlebevo, Mass. Mow YWesk. 


Catalog on request 
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you need only 2 watchband lines 
to sell one watchband 
to every customer 


The leading nationally advertised brand 
in the premium price range 


DUCHESS BANDMASTER in the 
popular price range 


Some customers will pay ten dollars or 
more for a top quality “name” brand. 
Most of them won't. Show him a 
DUCHESS BANDMASTER first— 
link for link, equal in quality, design 
and construction to the highest-priced 
nationally advertised bands. 





You'll give the customer change from 
his ten dollar bill—you’ve made a sale. 





® Priced from way down to just under 
» the high-priced bands, DUCHESS 


LF ox_  ; | BANDMASTER’S price range is one 
ro. *% \ ee cas nig F in which you'll ring up more sales, and 
i; we og f make the profits you can’t make with 


underpriced bands or overpriced bands. 
And DUCHESS BANDMASTER qual- 


ity wins and holds customers. 


Strike up with BANDMASTER— 
ask your wholesaler today for DUCHESS 
BANDMASTER. 


Worn as original equipment 
by America’s finest watches. 





What DUCHESS gives you: 


Quality, design, and construction equal to—and 
better than—bands selling for more. A full 
line of styles for men and women. 


2 “Custom-Size", Bandmaster’s patented no-tools sizing 
feature, easiest, fastest. 


3. No loading-up. You buy only as many Bandmasters as you want. 
You don't get stuck with heavy, costly inventory on “deals”. 


4. Compact, practical displays that help sell without hogging space. 
* Free with standard, pre-selected ladies’ and men's assortments. 


Economically designed so that their cost isn't passed on to you 
in higher bond prices. 


99 


uchoss JEWELRY MANUFACTURING CORP. 


300 OBSERVER HIGHWAY, HOBOKEN, N. J. 








A 2 Kosary of the Wlonth . 


Catamore Rosaries . . . handsomely crafted of pre- 
cious sterling silver and the finest rosary beads. Dis- 
tinctive . . . beautiful original designs. Sales are 
bound to increase—and profitably. 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


R481 /20-675 $13.50 
Crystal Aurora borealis, 
bead of the Northern light, 
hand engraved cross and 
center. 











our current 





e will gladly desiga 
our own specialized 
pockage for you. 


BOX COMPANY] 
523 MT. HOPE ST. ° 
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They're New... 


“Meteor” electric watch from Hamilton has 
brushed gold textured dial with black back- 
ground. Case is 10K gold filled. $110 FTI, 
including strap. 


“Pioneer” automatic pocket lighter from 
Ronson has “pull-apart” fueling feature. It is 
available in five finishes, and retails from 
$4.95 up. 


This contemporary flatware design in Gor- 
ham sterling is “Blithe Spirit.” Forks and 
knives are in new size for use at formal or 
informal affairs. Six-piece place setting is 
$39.75. 


Prongs of “Fianceé” ring set dip inte 
shank and swirl upward again to lift other 
gems. Setting is 14K. From Goldstein-Ger- 
son Co., 130 W. 46th St., New York. 
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178/711 





endless @ 


source of beauty 





900/712 


2s ee ‘ pL ‘gs y See 
ed a de aaa sll gy > at i i Hae ae as ily a 
400/SD withetiehi aos. 
by 
Claude Monet 





Ki Egency Crzation# Onz. 


AS WEST 46TH STREET © NEW YORK S36, N. Y. 


CIRCLE 7-6311°6312 


- 
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THE BIG BOOK WITH KEYSTONE PRICES 
Sent to Retail Jewelry Stores only 


Silversmiths Bldg. 
10 S. WABASH AVENUE 
CHICAGO 90, ILL. 


CINCINNATI — DENVER — NASHVILLE 














TRAFFIC BUILDERS! 


Alse available — Elk, | 4 in. Dia. 
Shrine, Eastern Star key ._ 
chains, $15.00 per 100 | % “ 





—may be asst'd 














All coins gold-plated 
bronze Newspaper mats 
furnished Each can be 
advertised for 49¢ or given 
free with other purchase. 
Premotional possibilities 
unlimited! Terms: 10 days 


MASONIC KEY 
CHAIN—| in. diam. 


Your Cost—$15.00 per 
100. Minimum order. 
Mixed orders accepted. 
Space on back te en- 
grave name, lodge, etc. 


net to rated jewelers 
Others. cash with erder 
F.0.B8. Nashville. (3 Ibs. 
per C.) Postage prepaid 
if check accompanies 
order. 


Special Order 

Coins & key chains for 
anniversaries, commenda- 
tions, dedications 


GOLDNER ASSOCIATES 


MASONIC 
COIN 


Cost to You $10.00 per 
100. Minimum order. 
Mixed orders accepted. 
Space to engrave lodge 
name, number and date 
of degrees. 


Box 2703, Dept. J-10 
Nashville, Tenn. 














Mahogany laminated bowl (6"' deep, {2'' 


dia.) 


Hand Turned Bowls 


Made of the finest do- 
mestic and imported 
woods with lovely high 
gloss permanent finish. 


Laminated bowls are 
available in sizes up to 
* deep and 14" wide. 
One piece bowls Gre 4"' 


'' depths with 10° 

"die. Special 

made to order 

12° deep — 36" 
diameter. 


Write for our latest catalog 


PARAGON WOODTURNING CO. 


431 West 28th St. 


New York 1, N. Y. 


Inc. 


They're New . 


Sheffield “Lord Ainsley” fashion watch has 
17-jewel movement in thin case. $29.95 re- 
tail. Matching “Lady Ainsley” is also avail- 
able. From The Pan-American Barter Co., 
Inc., 663 Fifth Ave., New York. 


Hand-carved Florentine finish is contrasted 
with highly-polished, recessed border. Avail- 
able in 14K white or yellow gold. $50 Key- 
stone. From Bridal Ring Co., Inc., 88-06 Van 
Wyck Expressway, Jamaica, 18, N. Y. 


Chafing dish has walnut handle and lid lift, 
and is produced in contrasting “silver tone” 
and “gold tone.” Server holds two quarts. 
From Mirro Aluminum Co., Manitowoc, Wis. 


Hand applied satin finish and unbreakable 
Nylon handles are used in this Swedish stain- 
less steel flatware design. Called the “Sin- 


pattern, it is $12.50 Keystone. From 


gola” 
696-98 Palisade Ave., 


Swedish Metalcraft, Inc., 














Teaneck, N. J. 
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turn over as never before. Next month 
pages — Croton springs a hard-selling Self-Wind 





Promotion that sells not to the few, but to the 
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millions. Watch for it — wait for it — keep stocks 


open for it. See Croton Self-Winds bring extra 
selling-turns — and extra profits —to your store. 


CROTON Watch Co., 404 Park Ave.So.,N.Y.16 J 















THE MAN FROM TRIFARI 


Ile’s a practical business man. He knows his success hinges on yours. On 
how big a slice he can help you cut from the enormous volume and turnover 
fashion jewelry enjoys today. And he knows Trifari’s fashion leadership 
and quality costume jewelry are as important to vou as to him. They mean 
getting your share of this extra business more easily, with better net profits. 


He’s a jewelry merchandising specialist. His customers are merchants like 
vou. His experience helps you set up and control vour basic stocks. ( Trifari 
makes it easier with pre-ticketing.) He'll show vou how the complete-line 
catalog and preferential treatment for special orders can work for you. 
And you can be certain, he won't oversell. 


He's a firm believer in advertising and promotion, knows the pre-selling 
potency of Trifari full color advertising in LIFE, THE NEW YORKER, 
VOGUE, HARPER'S BAZAAR, GLAMOUR and MADEMOISELLE. 


Knows it will attract more fashion-minded customers to your store! 


Remember, vou can always rely on the man from Trifari! 
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LETTERS... 


Diamond Selling 
To the Editors: 


Thanks very much for the fine display 
and the way you presented my talk be- 
fore the American Gem Society [The 
Art of Diamond Buying and Selling, 
August issue]. 

Every one in the store would like a 
copy and some of my very close friends 
and family. 

WILLIAM S. PRESTON 
3urlington, Vt. 
F. J. Preston & Son, Inc. 


Directory Index 
To the Editors: 

Ever since we received our JC-K 
Jewelers’ Directory Issue, we’ve been 
intending to write and express our ap- 
preciation for the fine service you have 
rendered by placing this book in our 
hands. Receipt of the Compact Index 
[mailed with September issue] brought 
the matter to mind, so may we thank 
you very much. It’s nice to have such 
valuable information right at your fin- 
gertips. 

W. B. MERKLEY 
Helper, Utah Woody’s Jewelry, Inc. 


Dr. Kunz’s Library 
To the Editors: 

Thank you for reprints of the article 
by Dr. Pough, entitled ““The Remarkable 
Dr. Kunz,” in your August issue. This 
was a very interesting job and I am 
glad to have the reprints. 

I have inquired as to the final dispo- 
sition of Dr. Kunz’s library and I be- 
lieve that it was either left, or after his 
death given by the heirs to the Smith- 
sonian Institute in Washington. 

WILLIAM T. LUSK 
New York Tiffany & Co. 
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“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 














For your every need, see 


“THE LINDLEY MAN” 


ment of gift boxes is so compre 
ndiey Man’ can mee VE 
ick. Whats more, | 
to assist you in plannit 


. | walanraoad 
uppiies Dalianced 


) card or wire will 
start you on the way to 


by tor . p “a0 = 
Deiter PpaCnaging 


® .inDLEY 
cL 


BOX AND PAPER DIVISION 


Marion, Indiana 


‘FEDERAL. PAPER BOARD COMPANY 








WARNING 


TO ALL JEWELERS 


from 


AMERICAN WATCH ASSOCIATION, INC. 


MANUFACTURERS, ASSEMBLERS AND IMPORTERS OF JEWELED WATCHES 


39 BROADWAY, NEW YORK 6 WHITEHALL 4, 2614 


OFFICERS 
JEAN R. GRAEF 


President 


Chairman Executive SUBJECT .. . "SMUGGLING" 
.ommittee 


NORMAN MORRIS 


First Vice-President WHETHER YOU HAVE BEEN AWARE OF IT OR NOT, OUR ASSOCIA- 
EF eeleiee TION HAS BEEN WORKING STRENUOUSLY TO STAMP OUT WHAT WE 
— FEEL IS ONE OF THE MAIN CAUSES OF A SLOW DETERIORATION OF 


fcreéetary 


S. STANLEY MOSER THE WATCH INDUSTRY IN THIS COUNTRY. WE OF COURSE ARE REFER- 


Treasurer 
RING TO “SMUGGLING. 
BOARD OF DIRECTORS 


EINAR A. BUHL YOU MR. JEWELER CAN DO YOUR PART, FOR THE GOOD OF ALL, 


Henri Stern Watch Agency, 
/ 


~ BY NOT BEING A PAWN YOURSELF FOR THE SMUGGLER. 
yee 


OU FAEDMAN HOW CAN YOU HELP? 


JEAN R. GRAEF 
Jean R. Graef, Inc. 


PII AE: BY SIMPLY SPOT CHECKING YOUR SWISS WATCHES TO CHECK 
Longines-Wittnauer Watch WHETHER OR NOT THEY CONTAIN YOUR IMPORTERS SYMBOL AND NAME 


Co., Ine. 


WILLIAM. HELBEIN ON THE MOVEMENT PLATE. THIS IS PURSUANT TO A TREATY EXISTING 
si BETWEEN THE UNITED STATES AND SWITZERLAND FOR THIS SPECIFIC 
ee Set PURPOSE. 


HAROLD HORTON 
(Croton H atch ¢ Be. luc. 


VICTOR HUFF OUR OWN INVESTIGATION, AS WELL AS THE U. S. CUSTOMS AGENTS, 
marene Sree ee SHOWS CONFISCATED MOVEMENTS WITHOUT THESE SYMBOLS AS WELL 


ewe LAZRUS 
Benri 


irus Watch Co., Inc. AS POORLY SCRATCHED SYMBOLS HASTILY AND AMATEURISHLY APPLIED. 
oe J. MEYER 


Rolex Watch Corp IT REQUIRES NO EXPERT TO DISTINGUISH THE CLEAN DIE STRUCK SYMBOL 
Sustain M0. Meenete “Gonp, OF LEGALLY, DUTY PAID MOVEMENTS, FROM THE SMUGGLED VARIETY. 


S yy eceriet MOSER 
Ll. 


a IT GOES BEYOND AN INDUSTRY DUTY AND IT IS YOUR MORAL 


phe ag votes 


Edward Trauner, Inc. RESPONSIBILITY TO CHECK YOUR STOCK TODAY AND CONTINUE TO 


‘ ot WYLER 


or Watch Corp SPOT CHECK FROM TIME TO TIME. 
* WILLIAM H. FOX 


WwW! =a H. FOX ° 
Exec. Secretary Executive Secretary 
( 


oun sel 
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SUGGESTIONS TO FOLLOW 


1) KNOW YOUR SOURCE OF SUPPLY 
2) SPOT CHECK FOR SYMBOL (cee itustration betow 


3) IF IN DOUBT, ASK YOUR SUPPLIER 
TO FURNISH YOU WITH HIS SYMBOL 
SO YOU CAN COMPARE. 


4) REPORT ANY SUSPICIOUS MOVEMENTS, 
OR WATCHES DIRECTLY TO THE ASSO- 





CIATION OR TO THE U.S. CUSTOMS IN 
N.Y.C. 


9) THE U.S. CUSTOMS WILL KEEP ALL 
SUCH INFORMATION IN STRICT CON- 
FIDENCE AND ALSO PAY A REWARD 
WHEN LEADING TO A CONVICTION. 



































Are you a good judge of 
ring cases? 


NOBODY WON this Dennison Style Contest. But, it’s not surprising. 
These six plastic ring cases are all national leaders. Their sales are so 
close together that only a lucky guess could rate them in the correct order: 
6850X, 6450X, 7250X, 9050X, 6350X, 6250LX. 


7250X —- This ever popular pearl 
plastic heart with its graceful dome 
and flared filigree base captures at- 
tention in all displays. In white and 


blue. ~e. 


6850X — A waffled top highlights this 
unusual! combination of severe lines 
and gentle curves. It represents 
modern design at its eye-catching 
best. In white, blue, yellow, black 
and gray. 


9050X — This low priced leader, in 
white, blue, pink or black plastic, 
features a distinctive design that 
focuses flattering attention on any 
ring. 
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6250LX —- The ageless appeal of this 
continuing favorite is based on a 
elean-lined combination of embossed 
and debossed designs. In white only. 


6350X -— Lustrous pearl plastic, 
fluted base and gold leaf cover design 
keep this single ring case on the best- 
seller list. In white only. 


ae 


6450X —- Gold leaf decorations on top 
and front add a luxurious touch to 
simple lines... suggest quality far 
above its price. In white, blue, yellow, 
peach, gray and black. 


Helping you compete 
more effectively 


You win sales increases when your rings are displayed in 
these plastic masterpieces. They’re designed to enhance 


You always win 


the value of any ring. 

You win good will when your customers take their rings 
home in cases as beautiful as these. Dennison has been 
manufacturing fine jewelry boxes and cases since 1844. 
That’s why it pays to look to Dennison for packaging 
that gives you the most for your money. 


with 


Dennison 
ring cases! 


Dennison Mfg. Co., Framingham, Mass. 


ceeeeeereeee eee eee ee eee eee ee eo eee8 
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IMPORTANT WATCH NEWS FROM WESTCLOX! 


FAMOUS 


WATCHES 


eed KL) 


ASST. 7510 - OUTFEATURES WATCHES COSTING MANY TIMES MORE 


748-C ... white gold color finish. Finger-t'p tiny case. 
Black nylon cord strap $13.95 


749-B ...simple classic design with case of beautiful 
gold color. Matching expansion band $14.95 


753-L ...Waterproof*! Chrome case, stainless steel 
back. Black alligator grain strap. Luminous dial. 
$14.95 


751-C ... beautiful yellow gold color finish. 
Black nylon cord strap..............$13.95 


752-B ...a shimmering touch of white gold color. 
Matching expansion band... ... $14.95 


tTOther models from $16.95 


*Provided original seal is replaced if opened for service 


Above are suggested retail or Fair Trade prices and ore 
subject to IO% Federal Excise Tax 


DEALER cCosT *48.51 


INCLUDED WITH ASSORTMENT... 
THE NEW PROFIT-MAKER— 


WESTCLOX PILF ER-PROOF 
DISPLAY 


Eye-catching, high-impact, 
clear plastic display case takes 
less than one-half square foot 
of counter space and is com- 
pletely enclosed with locking 
back to provide protection 
against pilferage. 


Now, for the first time you can offer your customers the 
famous, nationally advertised Westclox Ballet Watches for 
prices that will bring them flocking to your store. Only 
Westclox, world’s largest manufacturer of timepieces, has 
the know-how to make a quality watch at a price so low— 
at a profit so big! Check these features... 


e High-fashion ‘expensive watch” styling. 
e Shock-resistant...unbreakable mainspring. 
e Anti-magnetic. 


e Westclox dependable. 


ORDER FROM YOUR WESTCLOX REPRESENTATIVE NOW! 


WESTCLOX 


a 
‘ Shock Resistant 
Unbreakable 
¥ | Mainspring 
Anti-Magnetic 





WESTCLOX WATCHES 


ADVERTISED ON THE TAB HUNTER SHOW 


e EVERY SUNDAY EVENING 
a NBC-TV NETWORK 


MAKERS OF BIG BEN « WORLD'S LARGEST MANUFACTURER OF TIMEPIECES + LASALLE-PERU, ILLINOIS 
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Let the truth be told!... 


these hand-engraver’s tools are not used in the 


making of each separate ZoteTHel, watchband 


4 } 





but, the discerning talents of our designers, and the meticulous skill of our 
dié-makers, do translate the perfection of the original model into every hand 
some finished piece! . ; 

Jewelers and their customers are instimctively attracted by the exciting 
beauty of these exclusive’ creations,.worthy of the finest of watches. Forstner 
watchbands sell easily because they offer exceptional styling, finest of crafts 


a , . ir-laiall oMmer-]a-300] Me laliale-lalem ele) iialial-4 
r Your customers pay willingly for such quality! s 
fi 


Shown—part of Forstner’s 
“NEW DESIGN” Watchband Series 
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DESCRIPTIONS AND KEYSTONE PRICES OF WATCHBANDS SHOWN— » die-struck ‘into these 


completely fiexible Dracelet 


Man's tapered mesh, with center catch “Americana” 1/20-12Kt. Gold Filled, 
1/20-12Kt. Gold Filled Square Snake Chain 
(A) 81F411—Straight ends ...... (C) 80F960 Y-W, ring ends 
81F412—Curved ends ....... $17.00 Narrow Milanese Mesh 
(both above Yellow) {0} SOFS61 Y-W, ring ends 
81F511—Straight ends ......$17.00 80F977 Y-W, T ends -........ : 
81F512—Curved ends .......$17.00 Other wider tapered mesh 
fboth above White) styles available 
Mar’s tapered mesh, with center buckle Embossed, tapered ladies’ bracelets, with 
1/20-12Kt. Gold Filled center catch and guard chain— 
(B) 81F413—Straight ends ...... $17.00 1/20-12Kt. Gold Filled 
81F414—Curved ends ........ $17.00 (E) 80F995 Y-W, Round ends ... .$12.00 
(beth above Yellow) 80F996 Y-W, T ends 
81F-513—Straight ends ...... (F) 80F994 Y-W, T ends ........ ; 
81F514—Curved ends ....... ; 80F993 Y-W. Round ends ... .$12. JEWELRY’S NAME FOR QUALITY 
(both above White) Y—Yellow W—White 


for complete information, contact 


“er e+ 8 * 


your Authorized Forstner Distributor 


wee eaten 





Write for new 16 page Catalog illustrating the complete Forstner line. FORSTNER, Inc., Irvington 11. New Jersey 


Showrooms 





| 
; 





Reprinted from the editorial pages of May Vogue 
Copyright 1960, The Conde Nast Publications Inc. 


januaRy > februaRy + maRch + apRil + mayR + juneR 
julyR + augustR + septembeR + octobeR + novembeR + decembeR 


every month 1s the month for selling 
.. that’s the Imperial Idea! 


There's an R (for Rousing success) in every month you 


promote Imperial Cultured Pearls... America’s foremost name in 





























fashion in cultured pearl jewelry. = 


IMPERIAL PEARL SYNDICATE, INC., wor/d’s /argest se//iers of the wori/d's finest cultured peari/s 
NEW YORK: 68) Fifth Ave. » CHICAGO: 5 NW. Wabash Ave. © DETROIT: 914 Michigan Theater Bidg. © BEVERLY HILLS: 9441 Wilshire Blvd. * TOKYO: 45, Akasaka Shinsakamachi, Minate Ku 
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WHO NEEDS A 
WATERPROOF 
WATCH ALSO NEEDS 


ACCURACY! 
OFris 


GIVES BOTH! 


In the popular-priced field, only ORIS gives you so much of a story to sell! 
Waterproof! Shock-resistant! Classic and fashion styling! 7-jewel movements! 
and above all... ACCURACY! Precision accuracy that has won ORIS 361 rating 
certificates from the Official Swiss Testing Office in 1959 alone... and, of that 
total, 353 were commended for ‘‘especially good results.’’ Quality jewelers in 96 
countries profit from ORIS’ consistent standards of quality and distribution ! 


ORDER THESE ORIS WATERPROOFS* NOW! ALL SHOCK RESISTANT —7-JEWELS. 


2664/3 — Yellow top, 2892/11 —chrome- 2927/1—Chrome- 2944/1—Chrome- 
steel back. plated, steel back. plated, steel back. plated, steel back. 


$14.957 retail $15.95¢ retail $15.95 retail $13.95¢ retail 


provided case, crown and crystal remain intact. Factory tested at pressures equivalent to 105 ft. under water (3.2 atmospheres). f plus F.E.T. 


EXCLUSIVE AGENTS IN U.S.A. FOR ORIS WATCH CO. rs R. GSELL & CO., INC. 15 WEST 37th STREET, NEW YORK, N.Y. 
Some sales territories still available. 
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CARRIAGE TRADE 
QUALITY 


or 83 years . . . the finest of materials and the most meticulous 
craftsmanship . . . these are the “secrets” that give Whiting & Davis 
bags and jewelry their unique reputation. 
For these reasons, too, the Whiting & Davis line represents a uniquely 
profitable and prestige-building opportunity for the carefully selected jewelers 


who most successfully handle its distribution. 
WuitTinc & Davis Company, Inc. ..... . Plainville, Massachusetts 
Hand in hand with fashion since 1876 
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PROVEN 
TOP SELLERS 


COLLECTION 
OF Feature-glo- SETTINGS 


To Make Any Center Diamond Look 
ALMOST 


TWICE AS LARGE 


AND ALMOST 


TWICE AS BRILLIANT 


Here are the round diamond settings that are 
Sweeping the country and promise to be the 
newest sales successes from Feature Ring. 
They are available on a choice of designs 
which are wide, varied and very beautiful. And 
the profit the jeweler needs is there too! As 





always Feature Ring also supplies a traffic 
, building newspaper mat ad to help you pre- 
<2 sell your customers. 
hese 
CS ‘ha a - " | es 

\ aa - ~ ¢ —- 


COs DY Contact your authorized FEATURE RING WHOLESALER or write: 


—e LY My } 
| , 


> 


: 4 extra f ty > 
we, the SAL 
ol tially beneath dd ( YH / ( : 

v the center d é k. Ab, by, bs by bln b4 GA 


nds of extla 
Ne ing highlight Ooo 
ef, pm 
i ae 130 WEST 46th STREET: NEW YORK 36. N.Y 
VORLO'S | fais ah ST MANUFA T “i t-te n wre F | . 





f §6To give you total audience... TIMEX TV SPECIALS 
this fall are totally different...totally great! 


TIMEX ALL STAR CIRCUS 


The famous Schumann Circus for the first time on TV! 
Televised directly from Denmark for Timex, with Paul 
Winchell and Jerry Mahoney as Masters of Ceremony. 


NBC-TV October 21, 9-10 PM DST 


RED SKELTON TIMEX SHOW 


An hour-long extravaganza starring Red Skelton in the 
characters he made famous,plus guest star Dinah Shore 
and a host of America’s favorite entertainers. 


CBS-TV November 30, 8:30-9:30 PM EST 


AND THE NBC WHITE PAPERS—ANOTHER TIMEX TV SCOOP! 


BEHIND THE 
U-2 INCIDENT 


NBC-TV November 29, 
10-11 PM EST 





Timex brings you a series of six, vitally im- 
portant television documentaries on subjects 
that are crucial, timely and revealing to all 
Americans interested in their welfare and 
the welfare of their country! 





SOVIET ESPIONAGE 
IN THE U.S.A. 


NBC-TV December 20, 
10-11 PM EST 


Brought to you and your customers by Fi e Pe es World's Largest Manufacturer of Watches 


375 PARK AVENUE, NEW YORK 22, N.Y. 
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this is your opportunity 
to repeat, with Artcraft 
TURQUOISE, your very great 
success with Artcraft JADE. 
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a superb collection 
of turquoise jewelry 


By rare good fortune, a choice assortment of Royal Blue Turquoise of exceptionally 
fine quality — recently arrived in port — has been acquired intact by ARTCRAFT. 
These lovely stones, beautifully cut and fashioned by continental-skilled craftsmen, 
have been mounted in ARTCRAFT-designed Jewelry of great distinction .. necklaces 
earrings .. bracelets .. brooches . . for you to offer at values that are exceptional! 


a complete franchised 


self-service program for you 


ARTCRAFT provides everything you need to capitalize AT ONCE on Fashion’s Trend 
to Turquoise... 


including - 

an eye-compelling “show-piece” Display for your window .. . beautiful !\lustrated 
Brochures on the fascinating Story of Turquoise interpreted in exquisite ARTCRAFT 
creations ... smartly designed Envelope Enclosures for your mailings . .. Mats for 
your advertising. 


Pa tle 
os lp! 


COUPON TODAY — 
RIGHT NOW! 


ARTCRAFT JEWELRY CO., Dept. K-010 
1 West 47th St... New York 36, N. Y. 


Rush full particulars about Artcraft Turquoise 
—_ ene your Franchised Sales Program 
r Retailers. 


IE 
RR 


Address 
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NEW BALLOU 


EAR CLIP 
FOR 
PIERCED 


EARS 


The new Ballou ear clip for 
sibel ears combines the 
security of pierced earrings 
with the convenience of the 
ear clip. Made in 14 K. Gold 


in traditional Ballou quality. 


THE 
—mOhSi fey Garter. 
OR 

GOOD 
JEWELRY 


FINDINGS 


SOLD TO THE MANUFACTURER 


6. A. BALLOU & CO. INC. 61 Peck Street Providence 2, R. |! 
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(Advertisement) 


SPEIDEL'S MEDILOG INTRODUCED 
AT MEDICAL CONVENTIONS 


Unique Medical Identification Bracelet Designed to 
Help Save Lives Examined by Thousands of Doctors 


Speidel’s Medilog, a unique new med- 
ical identification bracelet, received 
an enthusiastic reception by physi- 
cians attending the American Medical 
Association Convention in Miami and 
the American Hospital Association in 
San Francisco. Medilog is a hand- 
somely designed identification watch- 
band or bracelet incorporating 
Speidel’s amazing Twist-O-Flex ex- 
pansion links. A special ident com- 
partment contains a brief yet thorough 
medical history. 


Doctors Fill in Medical History 


The wearer’s complete medical history 
is concisely summarized on a chart 
which folds into the Medilog and is 
quickly available for the treatment of 
people subject to sudden and unpre- 
dictable physical injuries, fulminating 
or disabling illness and in mass catas- 
trophe. Medilogexpedites correct treat- 
ment, prevents complications and may 
save the wearer’s life. The exterior of 
Medilog has space for engraving the 
owner’s name and address and is 
marked with two caducei indicating 
its medical character and contents. In 
addition, the line, “In case of emer- 
gency, open”, is across the plaque. 


Potential Life Saver for Travelers 


The absence of a medical history is 
often a serious handicap to a physician 


not familiar with the patient’s back- 
ground, in case of an emergency. 
Medilog supplies the necessary infor- 
mation including the name and dosage 
of medications. In diabetes the type 
and doses of insulin are noted as are 
allergies and sensitivities to antibi- 
otics and drugs. Medilog contains the 
important, complete personal and 
medical identification. This informa- 
tion is of obvious value to the persons 
traveling abroad. 


Jewelry Store Distribution 


Medilog will be available in an “Intro- 
ductory MD-3 unit” containing three 
Florentine Ident bracelets, one yellow 
gold-filled and two white gold-filled. 
A 74%” x 9” display in gold, blue and 
white featuring the medical profession 
caduceus symbol will accompany each 
MD-3 unit. The display will have a 
container of descriptive folders for 
customer information. Retailers will 
also receive a suggested form letter to 
mail to local physicians, health de- 
partments, hospitals, local industries 
and other institutions. The three-piece 
unit keystones for $40.80 and retails 
for $44.85. 


National Promotion Slated 


In addition to the great many edi- 
torial articles already printed and to 
be printed on Medilog, the product 
will be advertised nationally in leading 
medical journals. A concerted direct- 
mail campaign to physicians will also 
be undertaken in the ensuing months. 
Tracer Research Corporation informs 
Speidel that there is a ready accept- 
ance on the part of physicians to pre- 
scribe this product for the benefit and 
protection of their patients. 


LEB ips nt OIE 


Levinger Predicts Product Success 
Mr. Paul Levinger, Executive Vice 
President of Speidel predicted the 
future of Medilog when he said, “A 
tremendous amouat of money, time 
and effort in research and consultation 
with medical authorities has gone into 
the development of Medilog. Their 
sincere enthusiasm and the expres- 
sions of gratitude from people who 
need this product have firmed our con- 
viction that Medilog will safeguard 
the health and happiness of thousands 
of people. We are pleased to be able 
to bring this product to our retailers 
whom we feel certain will recognize 
the importance of Medilog and will 
help us tell people about it”. 


SPEIDEL CORPORATION, 70 SHIP STREET, PROVIDENCE, RHODE ISLAND 
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Artcarved 


adds a 
fifth 
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Oe to the art of selling 


diamond rings. We mean, of course, the ‘*C’’ of 


Confidence your customers have in the name Aricarved?® It’s the sales 
closer and clincher that gives authority and assurance to Color, Clarity, 
Cut and Carat Weight. Artcarved leaves no doubt about the quality 

and lasting value of its diamond rings. We put it in writing. The 
written guarantee persuades and protects your customers, makes selling 


easier, speedier for you. Only Artcarved offers this comprehensive 
customer-confidence program: The proud signature of Artcarved in each 
ring —Artcarved’s exclusive Permanent Value Plan—a written 

guarantee on all four quality points—the respected Consumer Guaranty 
seal of GOOD HOUSEKEEPING MAGAZINE. This dynamic sales security 
plan is backed by the most extensive and effective diamond ring 
advertising of the year. Become a part of this provocative program 

and you'll discover that the ever-important ‘‘C’’ of cash profits is readily 
yours with Artcarved. For further information ask your Artcarved 


representative or write direct to: J.R.WOOD & SONS. Inc 
. + 9 . 


New York - Amsterdam - Antwerp 216 East 45th Street 
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“¥» LONGINES-WITTNAUER x 
presents 


The Most Significant 
‘* Television Series of the Past 4 Years 





a) 
NBC-Television Coast-to-Coast 


ron) HOR As 
THHTIIN AIAN 


* Every Saturday Evening, Commencing Saturday, September 17th 


Eastern Time 9:30-10:30 * Mountain Time 7:30-8:30 
Central Time 8:30-9:30 * Pacific Time 9:30-10:30 
xk *k * 
featuring 
VICE-PRES. NIXON * SENATOR KENNEDY 
SENATOR JOHNSON * AMBASSADOR LODGE 
also 
CHET HUNTLEY ¢ DAVID BRINKLEY ¢ FRANK McGEE 
x «wk * 

Please Listen In 
Every Saturday Evening 
Through November 5th 


K 


“ 


ye 
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ba PLAIN GREEDY: A man’s watch, 
tastefully displayed in a jeweler’s 
window, recently led to the downfall 
of a thief in Sacramento, Cal. 

Late one night he pried loose a 
corner of a downtown jeweler’s win- 
dow, stuck in his arm and came out 
with bags full of jewelry worth nearly 
$3,000. 

It was a cinch. 
But, while running his hands through 
his loct back in his hotel room, he 
found he had not picked up the 
man’s watch he had noticed while 
pulling the job. 

It preyed on his mind. 


He got away clean. 


In his own 
way he was a professional, and who- 
ever heard of a professional man 
who didn’t sport a fine watch? 

Finally, he could stand it no longer, 
Back he went for the watch straight 
into the arms of the police. 


| Eaten UNDER: In Australia, if you 
are of a mind to dig for opals 
you pack your rucksack and head 
for the town of Coober Pedy, down 
in the blazing desert 200 miles from 
the Woomera rocket range. 
Trouble is you may pass right by 
Coober Pedy without even seeing it, 
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SPEAKING OF THE JEWELRY TRADE 


since only three of its buildings are 
above ground. 
miners are as 


other opal 


Australia’s opal 
stout hearted as any 
miners, but temperatures of 130 de- 
grees are tough on the wife and kids. 

So they live underground, in bur- 
rows like so many moles. It’s a 
tough life; sometimes you find your- 
self sharing your bed—a shelf cut 
into the earthen wall—with snakes, 
scorpions, lizards or centipedes. 

But a pair of opal miners may 
make $75,000 a year, if extremely 
lucky. 

In the language of Australia’s 
aborigines, Coober Pedy 
“white man in a hole,” in case you 
want to try your luck at opal “goug- 


: 9 
ing. 


means 


 ooton Us LIMP: The limp watch, 

hanging listlessly over a dead 
tree branch or human skeleton, has 
long been an identifying mark in the 
paintings of surrealist artist Salva- 
dore Dali. 

Mr. Dali has also applied his some- 
what unusual imagination to actual 
watch design. 

Who but Mr. D could come up 


with a wrist watch (fashioned by 
jeweler Carlos Alemany) made up of 
two clasped hands, which, when un- 
clasped, show the face? 

Considering its origin, the name 
of the watch is remarkably un-sur- 
realist: “Time on My Hands.” 


L dae Girrs? Is monkey business 
going on in der Black Forest? 
Der elves vat makes der cuckoo 
clocks is getting hep to der Yankee 
jive. 
You remember der old cuckoo 


clocks? Vas all made by hand out of 
wood, ja? 

Vell, dct’s not so no more. Is elec- 
tric jigsaws going bzzzzz, and metal 
stamping machines making bang, 
bang, bang, all day long. 

Also, is five-day week. Also some 
of der elves is not even making 


75 





i ned mond a at gag ag mao mt Ga tne ON mee ie Ae Oe 7 ik ALASKAN—=214 Retail $3.95 FTI. Yel 
be Se ; Bele J fei 7 low Gold Filled Venetian finish. $2.40 

i | . . i] Jee ' ; ; Fae : = seed Es i bs ; j oe e : at ey stone 

é fe | za! P| ol z Available in Stainless Steel. $1.70 Key- 

we — = ia stone 
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CONTINENTAL— #853 Retail $12.95 FTI. 
Yeliow Gold Filled: Unusual italian Floren- 
tine. Adjustable. $6.50 K®ystone. 


Available in Stainless Steel. Adjustable. 
$4.70 Keystone. 

















TON. .. THE LINE WITH 
TOTAL APPEAL 


You never say “no’’ to a customer because they always say “yes” to Eton. There’s an 
Eton watchband for every taste, every price range, every age group. Quality line? 
Only Eton can please the most discriminating with such a distinctive selection. 
Budget line? Only Eton offers such a wide choice of bands at such modest prices. 
Profit? Compare, and you’ll discover that at every price level ETON offers you a 
bigger margin of profit. What’s more, you get prompt deliveries, a full year’s un- 
conditional guarantee and the individual service that keeps your business at the 
peak year-after-year. 


Write for catalog and price list on Eton’s preferred line of: 


@ WATCHBANDS—Gold filled and stainless steel 


@ IDENTS—EXPANSION: Gold filled, sterling silver, and stainless steel. 
CHAIN: Sterling only. 
@ NECK CHAINS—14K gold, gold filled, and sterling silver. 


“Rarely a repair—never a repair charge” 


ETON JEWELRY MFG., CORP.., 125 west 45th st., New York 36, N.Y., Circle 5-7075 


QUEEN—#201 Retail $3.95. Yellow of 
white Gold Filled. $2.10 Keystone. 


. 


SLENDERELLA—2#412 Retail $7.95 FTI 
pA-h Toh mel am 2eiha-meClolicme Sill -teMMe A-tal-bar-1a 
finish. Adjustable. $3.50 Keystone. 


BEWITCHED—2900 Retail $8.95. Yellow 
of white Gold Filled. Adjustabie. $4.50 
Keystone. 
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cuckoo clocks at all but is maxing 
der electric razors. 
Vy all dis big change? 
Competition, dot’s vy. Especially 
Japs and Canadians making der 
cuckoo clocks in der big factories 
very fast. So, der elves got to catch 


up quick. 


"Pugeoge RECORD: That Crater of 

Murfreesboro, 
Ark., is in the news almost as often 
as Castro these days. 


Diamonds in 


On Aug. 1 an Ohio man with more 
than his share of luck found not one 
but two diamonds, valued at $1000 
each, in the crater. 

EK. W. Goode’s finds mark the first 
time two diamonds of such size (5.12 
and 4.64 carats) have been taken out 
of the crater by one person. 


The crater is the only diamond 
mine in North America. 


are OUT ... THE WINDOW: Either 

the Associated Press is getting 
rather credulous, or there is a guy 
driving a sports car who sports an 
arm about 10 feet long, or they don’t 


have any sidewalks in Olcott, N. Y. 

According to the AP, one Ray- 
mond C. Hayden of Olcott told police 
that a sports car stopped next to his 
house one night, and the driver 
reached in through a window to 
snatch a $7.50 alarm clock. 

Well, maybe the guy wanted to 
know what time it was and didn't 
like to bother anyone late at night. 

But what bothers us is that the 
clock-snatcher is supposed to have 
performed his feat without getting 
out of his car. With a reach like 
that, he should play pro basketball! 


i amie Witt Our: It has always 

puzzled us why women, who are 
chronically addicted to being late for 
every occasion in life, ever bother to 
wear watches. 

Thanks to Bulova Watch Co.., 
which surveyed women’s watch wear- 
ing habits, we now know. 

According to Bulova, 52 per cent 
of the girls rate appearance as the 
most important factor in buying a 
watch. A mere 39 per cent put time- 
keeping to the fore. 

Men, rated 


naturally, accuracy 


“He’s repairing it.” 
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first in 64 per cent of their replies. 
So why not a really practical 
woman's watch? Beautiful case; no 


movement. 


(e=* NOTES: In our unstint- 

ing efforts to add tone to 
“Speaking of the Jewelry Trade,” 
we have engaged the talents of vet- 
eran foreign correspondents on both 
sides of the Iron Curtain. 

Bitcha Thumboff files pithy ob- 
servations on the retail scene in the 
Kremlin; Bonaparte P. Bonaparte 
covers for us in Paris; and now, in 
London, we have come to terms with 
one of Fleet Street’s most vigorous 
pens, Cholmondeley “Chum” Feath- 
erstonehaugh (pronounced “fffff"). 

Chum writes that a Yankee inno- 
vation, Father’s Day, is catching on 
in Albion and that jewelers are do- 
ing a particuiarly good job in shak- 
ing down the citizenry for the sake of 
dear old dad. A Leicester jeweler 
recently notified the National Jewel- 
ers Association that he sold more 
electric shavers on Father’s Day this 
year than he did last Christmas. And 
up Yorkshire way Chum _ picked 
up the tale about the Salvation Army 
lass and the Leeds jeweler. 

Asked for a shilling for the Al- 
mighty, the jeweler in turn asked 
the girl her age. “Seventeen,” said 
she. 

“Hmmm,” rumbled the jeweler. 
“I’m 70. Happen I'll be seein’ Him 
before you. Ill give him t’shillin’ 


myself.” 


B' NGLING BURGLARS: Design being 
what it is today, you cant al- 


ways tell a good watch from a cheap 
one unless you're a jeweler. 

This is particularly tough on heist 
artists, who don’t have a chance to 
pry off the back and look for the 
jeweled movement in every watch 
when they are swiping them. 

For example, when hoods entered 
Clyde Furniture and Jewelry Co. in 
Charlotte. N. C., not long ago. they 
snitched, among other things. $2,000 
in low-priced watches. But they left 
$3,000 in high-priced watches be- 
hind. 

There’s just no accounting for 
taste. 








Diamond watch and matching diamond 
pin epitomize lavish high-style beauty. 
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By Jerry Gewirtz 











New watches for Christmas 


feature every conceivable style 


in bezels, dials, and bands; 
diamonds give new brilliance 


to both men’s and women’s models 


® THERE’S a remembrance of things past in many 
of the fine, high-style watches which will be avail- 
able for Christmas, 1960. The nostalgia is in the 
importance of pear shapes for ladies, and the re- 
turn of the square shape for men. 

Just as the silhouette in ladies’ apparel harks 
back to the early decades of this century for in- 
spiration, the lines of the new watch cases bor- 
row from the era. 

Despite this backward glance, there is a notable 
freshness about this year’s watches. It seems as 
if the challenge of the electric and electronic 
timepieces, with their necessary involvement with 
technical change, has been a much-needed stimu- 
lant for fashion in the watch. 

The market, consequently, has a strong pulse 
of high style. Influenced by ready-to-wear, new 
timepieces are lavish: with ample use of dia- 
monds for men’s and women’s watches; rich tex- 
tures in bracelet watches that make mesh look 
like gold cloth; refurbished faces with original 
dial treatment; colored and textured bezels that 
are as bright as the jewel colors in apparel with 
as high relief as the brocades in dress-up ball 
gowns. 

In general, the shape is the most persuasive 
and new selling point. Specifically, the trend for 
men is to the thinner-than-ever self-wind in 
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round or square, offbeat shapes, more diamonds, 
more calendars. 

On the one hand, there is a highly conservative 
look that applies even to the buckle (one leather 
band has a slip-through closure that goes through 
the buckle and slides down under it). On the 
other hand, more men’s models are jeweled and 
decorated, with diamond trims or Florentine fin- 
ishes on the bezel. 


Fancier ’n’ Fancier 


Ladies’ watches feature shape as well, with the 
pear and marquise still in the ascendance as JC-K 


anticipated last year. They’re dressed up, though, 
and the fancy cuts have jeweled trims that are 
even fancier. Bezels are decorated to give the 
watch a more authentic accessory flavor. And 
the bracelet—it’s really just that! A fast run 
down of the new style trends follows: 

@ Shorter cuffs in women’s apparel inspire a 
welcome return of the true bracelet watch, with 
flowers atop a covered face, or high fashion jewel 
colors in turquoise, coral camouflaging a quality 
movement. 

@ The still short Continental cuff for men 
means more attention to the face, the case—and 
the band. There are many innovations in men’s 
dress watches. One karat gold band enmeshes 
three tones of gold in the case and bracelet, fash- 
ioned in one piece as are most of the men’s dress 
models this year. 

@ Greatest creativity has gone into the finish. 
Ladies’ mesh is worked to look like gold cloth— 
and one manufacturer calls it just that. Bezels 
come in polished or satin Florentine finishes, in 
a wide range of textures. 

@e Pears and marquises for the gals, shapes 
which one importer had in his line 40 years ago, 
win updated treatment. Pears point into a gold 
bracelet that has a column of diamonds to restate 
the structure of the pear again and again. 





New, thin waterproof selfwind. 





Avant garde | stem-wind design. 


Men’s waiches, too, sport dia- 
monds for Christmas, 1960. 
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The sliver-thin watch, band of 
woven karat gold give this men’s 
model an unusual one-piece look. 
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Interwoven strips of yellow, white 
and pink 18 K gold form the band 
on this distinctive man’s watch. 
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Mesh band, marquise case, dia- 
mond trim are its selling points. 
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@ The marquise trades up but dresses down in 
a casual model that has an unexpected black 
suede strap for sports. 

@ One importer has appropriately sloganed a 
new series, “the circle in the square” (copy- 
righted), and has created a dainty watch with a 
round face, comfortably framed in a square. 

@ It’s the square for the men that makes fash- 
ion talk this fall! The rounds will still circle 
most sales, but the high style devotee will want 
his dress watch in a sliver-thin square self-wind. 

@ There’s a D-Day for men’s watches, too. 
Dials demand attention. New faces depart from 
the traditional. They’re burnished in a sunburst 
motif, checkered to match an attachment, three- 
toned, striated. . . . Some look as if the band 
runs through the face. 

@ Diamonds are more plentiful on men’s 
watches and appear in even the most conserva- 
tive lines. 

® Chronometers are more plentiful than ever. 

@ Flights of fancy of ’59 are translated into 
down-to-earth selling styles for ’60. Ladies’ cases 
are attached to, but drop away from, the bracelet 
so that they rest squarely on the wrist. The 
Space Age case-designs of the electric models are 
now appearing in manual winds. 


Technology on the March 


There’s no let-up in technical superiority of 
quality jeweled-lever watches. Actually, it is the 
very innovations that have broadened the horizon 
for fashion. There have been great advances in 
the last six months alone. Improvement in the 
movement of the self-wind has made possible a 
break-through that has given birth to a thin 
waterproof self-wind adaptable to any shape. 
New calendar devices have instantaneous setting. 

It was the very announcement of the added 
numbers of electric and electronic watches to 
come, we believe, that has challenged the design- 
ers, stylists and technicians to come up with truly 
modern concepts. 

It’s an exciting year for watches, and it’s our 
job to catch some of the enthusiasm that gener- 
ated these new fashions if we hope to inspire our 
customers to buy. 

There are so many ways to do it. We can see 
a strip of lamé as the backdrop to a selection of 
ladies’ bracelets with the “gold cloth” bands—a 
piece of modern sculpture from a local museum 
behind a collection of new shaped timepieces—a 
window box in the shape of a pear with watches 
and diamond rings selectively arranged in the 
center. 

The industry has harnessed its best. Let’s 
match it in our fashion talk, fashion display, 
fashion ads! Zea 
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Five different bezels and bands—a 
complete wardrobe for milady’s watch. 


Brilliant and fancy diamond cuts are 
reflected in each of these watch shapes. 





By VIRGINIA DIXON 
JC-K Display Consultant 


Minor changes 
on a major motif 


will give 
qn 


your windows 


added visual 


appeal 


this season 


A. With Holy Family, shadow 
box serves as handsome creche. 


CHRISTMAS 
THEME 


@ AT NO TIME in the year are your windows more 
important than during the Christmas season. 

And at no time in the year do you have less 
time to devote to window decorating! 

Planning well in advance for Christmas win- 
dow changes is, therefore, of utmost importance. 
The most effective planning will produce displays 
which can be changed with minimum effort. 

Even if your major Christmas theme will re- 


main substantially the same through the holiday 
season, your windows will gain more attention 
if you introduce some decorative variations in the 
weeks immediately before Christmas. 

The week between Christmas and New Year 
is a good time for a prestige display with little 
or no emphasis on merchandise but with sufficient 
eye appeal to call attention to your store name. 

(please turn to page 122) 


JEWELERS' CIRCULAR-KEYSTONE, OCTOBER 1960 





B. Between Christmas and New 
Year a simple message of hope. 








C. Ma, Pa, and the kids, painted 
on Christmas tree ornaments, 
grin over display of family gifts. 























D. Dignified merchandise display 
with Nativity scene in background. 
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A professional, who works by plan, designed these windows. Here, she 
outlines some of her “‘secrets,”’ describing... 


FIVE 
PRINCIPLES 
OF STOP-AND-SELL 
WINDOW 
DISPLAY 


@ “THEORY, artistic values, remote themes that 
produce the esthetic window are fine,’”’ says a suc- 
cessful freelance window dresser. 

“But ... the main purpose of a display is to 
attract attention—and to sell,” she asserts. “If 
a window doesn’t do both, it’s wasted.” 

This is the credo of Michelle Dirkson, the free- 


By Eileen Crimmin 


lance designer who creates window displays for 
Friedlander & Sons, Inc., of Seattle. 

The store image should decide the tone of its 
windows, Miss Dirkson says. “A volume outfit 
can stack them high and scream about bargains. 
A prestige operation should keep them sparse, 
dramatic and low key. Those stores between these 


Packages are tied 
with cerise, sage 
and white ribbons. 


Thanksgiving win- 
dow has ice 
cream table focus. 
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two extremes should try for a unity of impres- 
sion which will allow the displayed merchandise 
to whet buyer appetite. At the same time, one 
must avoid using so much merchandise that indi- 
vidual items are lost in the overall clutter.” 

Miss Dirkson’s big seasonal windows are 
planned months in advance, sketched, organized, 
color-keyed and then executed accordingly. Sale 
merchandise, interior store displays or a sudden 
“good buy” demands a quick change of display 
with no time for deliberation. 

“On fast jobs I have a system of principles any 
display artist or store owner can follow: 

“First, I use floor and walls of the same color 
and texture—if possible. This gives continuity of 
background and doesn’t detract from the mer- 
chandise. 
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Christmas window has green velvet floor and side boards. 
Valance, merchandise and packages are white and gold. 


‘Second, I search for some unusual prop—a 
wine glass, figurehead, picture frame, lamp—once 
I used a teddy bear. 

“Third, I try for height in every window be- 
cause in jewelry displays it’s much too easy for 
everything to flatten out. Even tiered items will 
get lost in the overall horizontal pattern, so I 
always try to work up to the ceiling or hang 
something down from it. 

“Fourth, when I’m thinking about props in 
relation to merchandise I try to imagine the most 
unusual or opposite state in which the object is 
normally found. For instance, a glass usually 
is upright to hold liquid, so I lay it down or com- 
pletely invert it. Cups belong in saucers, so I 
hang them in mid-air. Necklaces belong in boxes 

(please turn to page 110) 


85 





Brainstormers 
ponder retail 
jewelers’ prob- 
lems in ses- 
sion at offices 
of BBD & O. 


® IT WAS JUNE 22, the longest day of the year. 
Outside, a hot sun scorched the sidewalks of New 
York. Inside 383 Madison Avenue, home of the 
Batten, Barton, Durstine & Osborn advertising 
agency, 18 men and women connected with the 
jewelry industry sat at a rectangular table cov- 
ered with green felt in an air-conditioned con- 
ference room. 

Some were retail jewelers; others were manu- 
facturers, wholesalers or representatives of indus- 
try organizations. 

They chewed pencils, scribbled notes on pads; 
to catch “‘teacher’s” eye, they raised their arms, 
school room fashion, or snapped their fingers; 
permission granted, they rapped out terse inter- 
jections: “Put more low ticket items in the show 
window ;” “give your store teenage appeal.” 

“Teacher,” a smiling, balding man with the 
“let’s get in and pitch, fellows” elan of a YMCA 
secretary, directed verbal traffic, exhorted the 
gathering to greater efforts and kept tally of 
those efforts: “Just four more ideas; we just 
need four more.” 

Willard A. Pleuthner, BBDO vice-president, 


a new way to solve 


played the role of teacher. The assemblage he 
supervised was engaged in an undertaking usual- 
ly known as “brainstorming,” sometimes called 
“group think,” “imagineering,” or, very formally, 
“organized ideation.” 


Ideas for the Asking 


Under any name it is sort of collective, forced 
draft production of ideas which was conceived 
by Alex Osborn, vice-chairman of the board of 
directors of BBDO, and which is gaining increas- 
ing favor in governmental and business circles. 

The June 22 brainstorming session was con- 
vened to produce “new and different ways to 
attract customers to jewelry stores.” It opened 
with light lunch for participants at 12:15 p.m. 
At 12:45 p.m. Bill Pleuthner explained the ground 
rules for the session. 

Promptly at 1 p.m., brainstorming got under 
way; it concluded just as promptly, at 2 p.m. 
During the hour, 83 “new and different ways” 
and 33 “hitch hikes” or modifications of those 
ideas were thought up by the participants. 

Fifteen which seem to have the most potential 
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By ALAN C. WEBBER 


“Group Think” session 
produces 116 ideas to 
increase store traffic; 
would a brainstorming 
powwow interest your staff 


and help your store? 


problems 


value for the retail jewelry store are as follows: 

1. Have expectant mothers register day on 
which they expect to give birth; present silver 
spoons to those guessing correct day. 

2. Announce that soon you expect to sell your 
5,000th or 10,000th engagement or wedding ring 
and that the lucky girl whose fiancé buys it will 
get her whole wedding free. Follow through with 
appropriate publicity when event takes place. 

3. Make your store known for specializing in 
some particular merchandise — diamonds, or 
watches, or cameras, or charms, etc. Play up 
your specialty through displays, publicity. 

4. Use displays showing merchandise in its 
proper setting. Show jewelry in use on minia- 
ture mannequins in fashionable costumes; flowers 
in appropriate bowls; artificial food with table 
settings. 

5. (“hitch hike’). Use dolls wearing rings 
and jewelry. 

6. (“hitch hike’). Also sell the dolls. 

7. Have a camera handy in the store to take 
pictures of customers wearing or holding a pro- 
spective purchase. Whenever they look at the 
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picture, they’ll certainly remember your store. 

8. (“hitch hike’). Take pictures of local 
celebrities who make a purchase and feature 
them in your windows. 

9. Use window display space for other than 
jewelry merchandise. For example, display skin- 
diving equipment, hunting apparel, etc., with 
items such as special underwater watches, travel 
clocks, ete. This would attract sports-minded 
males. 

10. During community drives, such as Red 
Cross, polio, etc., allow the local chapter to use 
part of your window for display purposes. 

11. Have a “Good Taste Costs No More” sec- 
tion, consisting of items costing $5.00 and under. 

12. Where possible, have sales personnel use 
the products sold in your store. If you’re selling 
expensive pens, sales help should use them, rather 
than cheap ball-points, when writing out sales 
slips. 

13. (“hitch hike”). Let salesmen wear expen- 
sive watches and rings and put them back in 
stock at the end of the day. 

14. Have low-priced leader items in your show 
window to offset impression that jewelers sell 
only expensive merchandise. 

15. Have a neatly lettered sign in your window 
featuring all your services—watch repair, silver 
replating, jewelry remodeling, gem appraising, 
etc. 

Of the grand total of 116 ideas produced by 
16 people (Pleuthner and a secretary did not 
participate) in one hour’s time, some were value- 
less; some were of questionable utility; but others 
were sufficiently sound to raise this question: 

Does brainstorming modified in technique to 
suit different situations, offer the retail jeweler 
a means of solving some of his problems? 

A defensible answer is: if brainstorming pro- 
duces for the Army and Navy, for the govern- 
ment, and for other retailers, it deserves con- 
sideration, at the very least, by retail jewelers. 

In his book Principles and Procedures of Brain- 
storming, Alex Osborn relates that on one occa- 
sion “we sought suggestions for the opening of 
a new drug store. In 90 minutes, 10 people pro- 
duced 87 ideas—many of them useless, some 
meritorious, and a few downright brilliant.” 

This is par for the course in a brainstorming 
session: some first rate ideas, a middle group of 
fair ideas, and some worthless ones. But since 
brainstorming is capable of producing an enor- 
mous volume of ideas in a very short time, the 
chance of getting some usable ones is high. 

The theory of group brainstorming is that sev- 
eral minds attacking a problem in concert spur 
each other to greater effort. Osborn says: 


“One reason for the productivity of group 
(please turn to page 120) 
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BY MARIANNE OSTIER 
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The Von Karajans, left, greet Rudolph 
Bing, manager of the Metropolitan Opera. 


Marianne Ostier, noted New 
York jewelry designer, covered 
the opening of the new Festival 
Hall in Salzburg, Austria, for 
JC-K during this year’s famous 
Salzburg Festival. Invitations 
to attend the first performance 
were sent to musicians and lead- 
ers of the international social 
set a year in advance. 


@® THREE HUNDRED and forty- 
three years ago, the Duke Arch- 
bishop of Salzburg, Austria, 
commanded his vassals to carve 
a theater from the side of a 
mountain. Its acoustics were 
said to be the best in Europe. 
During this summer’s Salz- 
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burg Festival (devoted as al- 
ways to the music of Mozart 
and Strauss), a second theater 
in the rocks was dedicated. 

July 26 was the festive open- 
ing night for the new Opera 
House. Many of the most so- 
phisticated women of Europe 
and the United States were 
there, wearing gowns specially 
created for the occasion and dis- 
playing fine jewels. ... 

The most obvious adornments 
are pearls. But always they are 
worn in combination with dia- 
monds and precious stones. 

Princess Gabriella of Savoy, 
in a striking satin gown, wears 
her famous double strand gem 
oriental pearl necklace, an heir- mer yl pee ogg 25 mw nal ona 
loom of the Royal House of 
Savoy. 

Lady Diana Cooper glides 
into view, evoking memories of 
her performance as Maria in 
The Miracle. Her necklace of 
pearls shimmers above a large 
floral spray pin, and she wears 
earclips of diamond and pearl. 

The Baroness Manfred von 
Mauthner Markoff, well known 
in New York and Viennese 
society, wears only diamonds to 
complement her magnificent 
white mink: a wide diamond 
chain necklace, fitted with an 
impressive diamond pendant; 
and a diamond bracelet and dia- 
mond earclips. , Lady Diana Cooper, center foreground, 

Mrs. Herbert von Karajan, and Reinhard Von Hofmanssthal, right. 
wife of the director of the Fes- 
tival, wears seven rows of pearls 
in the new Parisian fashion. 
Though Mrs. von Karajan’s 
striking beauty needs no assis- 
tance, wearing pearls in this 
new manner proves extremely 
becoming on women of all ages 
and physical types. Hers is worn 
in the fashion of collier de 
chiens, held together in a very 
complicated but seemingly sim- 
ple way with a diamond and 
pearl ornament. 

To the author, the evening 
was evidence that there can be 
no festive occasion of true ele- 
gance without the presence of 


. Duke and duchess of Wittgenstein, right, 
fine jewels. een with Princess Gabriella of Savoy and friend. 
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by Dr. George Switzer* 


diamond 
sales 
highest 
ever 


Though production in 1959 


lagged slightly behind the 1958 record, 


world sales figures soared in 


both gem and industrial categories. 


Rings remain 


leading diamond jewelry item 


The following material comes from “The Diamond 
Industry in 1959,” the 35th such annual report 
sponsored by Jewelers’ Circular-Keystone. The 
full report includes information on imports; dia- 
mond cutting in Holland, Belgium, Israel, Ger- 
many and elsewhere; diamond mining in all sig- 
nificant areas; and industrial diamond production 
and imports. Copies of the complete study, in 
booklet form, are available at $1 from JC-K.— 
The Editors. 





*Dr. George Switzer is curator of the Division of Mineralogy and 
Petrology at the Smithsonian Institution, the United States National 
Museum, Washington, D. C. Publication of this report has been author- 


ized by the Secretary of the Institution. 
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® THE YEAR 1959 was a generally prosperous one 
for the diamond industry. World production of 
diamonds was less than in 1958, but sales by the 
Central Selling Organization reached an all-time 
high. 

World production of diamonds in 1959 was an 
estimated 26,800,000 carats, a decrease of 1,200,- 
000 carats from the record high of 28,000,000 
carats produced in 1958. 

However, sales of diamonds effected by the Cen- 
tral Selling Organization in 1959 amounted to 
$255,180,000. This was easily a new record, the 
previous highest figure having been $215,000,000 
in 1957. Of this total, $176,429,800 were gems 
and $78,750,200 were industrials. Sales consti- 
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tuted a new record for both categories. 

Total world sales of diamonds in 1959, includ- 
ing independent producers outside the DeBeers 
Group, are estimated to have been approximately 
$260,000,000. The corresponding figure for 1958 
was $188,000,000. 


Trends in Retailing 


Trends in the retailing of diamond jewelry in 
the United States were once again investigated by 
an independent research organization for N. W. 
Ayer and Son, Inc. This is the twelfth in a series 
of annual surveys on the retailing of diamond 
jewelry. 

The broad objectives of this survey were to de- 
velop pertinent information on the market for dia- 
mond jewelry such as sales trends, prices, inven- 
tory levels and consumer preferences. Personal 
interviews were conducted with 125 retail jewelers 
in 64 cities throughout the United States during 
January 1960. The interviews were made con- 
currently with a quarterly survey of diamond 
prices. The sample of jewelers was chosen on the 
basis of providing a representative cross-section 
of well-established retail stores in cities through- 
out the nation with a population greater than 
25,000. Of the 125 jewelry stores interviewed 54 
per cent were cash stores, 42 per cent credit 
stores, and 4 per cent department stores. 

A marked recovery was experienced by jewelers 
in 1959. The decline in total store sales, evident 
in 1957 and 1958, was reversed into a sharp rise. 


More than 60 per cent of the jewelers reported an 
increase in 1959 sales volume above the level of 
the previous year. Only 13 per cent reported a 
decrease in volume during 1959 compared with 39 
per cent who reported 1958 sales below those of 
1957. 

The jewelry share of total store volume de- 
creased nominally during 1959. Diamond jewelry, 
however, increased its proportion of total jewelry 
sales—from 37 per cent during 1958 to 40 per 
cent in 1959. 

Jewelers’ forecasts of 1960 diamond sales were 
markedly optimistic, more so than the optimistic 
(and later confirmed) outlook reported at the be- 
ginning of 1959. Almost two thirds of the jewelers 
anticipated increased volume in 1960. Only 1 per 
cent foresaw a decrease in activity. 

Diamond rings continued to be the most im- 
portant item of diamond jewelry, accounting for 
almost three-fourths of total unit sales. True en- 
gagement rings, for the second consecutive year, 
somprised over half of the diamond ring market. 

Diamonds two carats and larger enjoyed an in- 
crease in popularity during 1959. About one third 
of the unit sales of the larger sized diamonds were 
in deferred engagement rings, a significant in- 
crease from the previous year. 

The proportion of jewelers maintaining an in- 
ventory of diamonds two carats and larger con- 
tinued to decline. Only 37 per cent reported a 
stock in 1959, compared to 40 per cent in 1958 and 
52 per cent in 1957, but jewelers carrying the 


WORLD PRODUCTION OF DIAMONDS, 1956-1959, IN METRIC CARATS 
(Including industrial diamonds) 





1956 


1957 





AFRICA: 


Angola 


Belgian Congo... | 
French Equatorial Africa 


Ghana.. 


French West Africa... _. 

Sierra Leone... 

South West Africa. . 

Tanganyika. . A ee doe RS 
Union of South Africa: 


Load... 


Alluvial. . 


SOUTH AMERICA: 


Brazil. 


British Guiana. . 


Venezuela. 


OTHER COUNTRIES........... 


740,035 
14,010,461 
145 ,837 
2,127,000 
389 , 880 
1,427,000 
969 , 984 
358,717 


2,235,019! 
300 ,0002 


300 ,0003 
29,816 
93 ,834 


5,000 


864 ,372 
15,646,722 
109,451 
3,124,821 
400 ,000 
2,000,000 
996 ,610 
390 ,971 


2,238,436! 
300 ,0002 


200 , 0003 
29 ,037 
122,598 


10,000 


1,001 ,236 
16,673 ,467 
104 , 868 
3,131,692 
355 ,000 
2,300 ,000% 
903 ,677 
521 ,064 


2,244,183! 
300 ,0002 


300 , 000 
33 ,091 
89,565 


10,0005 


1,015,687 
14,854,157 
100 ,1115 
3,076 ,068 
600 , 000 
2,265 ,0004 
930 ,659 
624,291 


2,334,255! 
500 ,0002 


350 ,0003 
62 ,328 
94 , 985 


15,0005 





TOTAL... | 23,130,000 





26 400,000 28,000,000 26,800,000 





1—-Pipe mines under De Beers control, but including production from De Beers alluvial diggings at Kleinzee and/or Annex Kleinzee. 
2—Includes an estimated 200,000 carats from the State Mines of[Namaqualand, and 100,000 carats from “other pipe mines.” 


3—_Estimated. 
4—{ncludes 971,487 carats exported from Liberia. 
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larger diamonds increased the average size of 
their inventories. Jewelers showed a more reserved 
outlook toward 1960 sales of larger diamonds 
than toward sales of diamond jewelry in gen- 
eral. While almost two-thirds of the jewelers an- 
ticipated an increase in general diamond jewelry 
sales, less than a third said the same for diamonds 
two carats and larger. More than two-thirds an- 
ticipated a stable market for the larger diamonds 
in 1960. 

Loose diamond sales continued to account for 
an insignificant portion of total diamond dollar 
sales, although a little more than one-third of the 
jewelers reported activity in this field. 

During 1959, pure diamond engagement rings 
represented 39 per cent, and wedding rings 10 
per cent, of total diamond jewelry unit sales. Dia- 
mond engagement rings in general (true, deferred, 
and replacement) accounted for slightly more than 
half of the unit sales of diamond jewelry and 70 
per cent of dollar volume. About one third of the 
jewelers felt that the desire for a diamond en- 
gagement ring was stronger in 1959 than in 1958. 
Solitaire type engagement rings continued to be 
slightly more in demand than multiple stone rings. 
The demand for larger center stones in engage- 
ment rings continued to rise. The median size 
center stone increased two points, from 42 to 44 
points. 


The market for medium - priced engagement 
rings (the $213-$312 group) was higher in 1959 
than in 1958, while the demand for more expensive 


rings ($413 and over) declined. On the whole, the 
most popular price was $227, $2 below the 1958 
price. Sales of engagement rings containing major 
stones other than diamonds continued to be neg- 
ligible. However, slightly more than half of the 
jewelers reported activity in such rings during 
1959 compared with only one-third in 1958. © 

In the opinion of about one third of the jewelers 
interviewed the trend toward marriage at early 
ages has apparently not had a significant effect 
on the market for diamond engagement rings. An 
equal number of jewelers felt the market was 
strengthened as felt that the market was hurt. 
More significant was the fact that many jewelers 
indicated a movement toward the more inexpen- 
sive or smaller ring. 

The diamond wedding band decreased in popu- 
larity in 1959. About 30 per cent of wedding ring 
sales were devoted to diamond rings during 1959 
compared with 35 per cent in 1958. The most 
popular price for a narrow width, diamond wed- 
ding ring declined from $97 to $91 during a two- 
year period. Despite the decline, the over-all dis- 
tribution shifted somewhat toward higher price 
levels as evidenced by the fact that 17 per cent of 
the sales were in rings above $162 compared with 
five per cent during 1958. The median price of 
wide-width diamond rings declined from $153 in 
1958 to $136 in 1959. The per cent of customers 
buying matched sets of diamond engagement and 
wedding rings reached the 1957 level of 23 per 

(please turn to page 108) 


Average Retail Diamond Prices During 1959 





Month \ carat Median lf carat Median 1 carat Median 2 carat Median 3 carat Median 





$2225-8180 $4045 
2225-8000 3800 
2365-7500 3635 
1800-8455 3775 


$1150-3800 $2200 
1275-4500 2215 
1150-3865 2260 
900-4725 2225 


January $75-240 $125 
April... 90-275 135 
July . . 80-320 135 
October 75-350 130 


$150-545 $320 
180-550 350 
175-615 325 
160-660 320 


$540-2000 $900 
545-1500 910 
495-1590 900 
400-1590 865 





Average Retail Diamond Prices, 1949-1959 





lf, carat Vf carat 1 carat 2 carats 





$1500-3400 
1200-3120 
1260-3205 
1250-3115 
1280-3190 
1355-3265 
1275-3245 
1295-3305 
1340-3175 
1370-3350 
1540-3455 


$90-210 
85-205 
85-195 
85-180 
90-195 
85-195 
85-190 
85-215 
90-215 
95-225 
90-220 


$255-490 
215-445 
220-475 
215-425 
215-440 
200-435 
220-450 
200-445 
210-470 
215-485 
220-465 


$665-1175 
520-1090 
570-1195 
585-1135 
570-1180 
605-1175 
590-1180 
540-1170 
570-1180 
605-1210 
560-1240 
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...a new monthly 
bulletin to help 
you sell diamonds 
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Look for/it...af you aren’t already receiving it... 


write now for your free monthly copy 


Selling ideas are part of the national diamond promotion. They’re 
as much a part of it as the advertising (for both engagement diamond and 
diamond gift sales) and the publicity and sales aids. All are planned to 
help jewelers increase their diamond volume. 


Diamondeas is now being issued monthly to bring you news of note- 
worthy sales planning and of successful sales experiences in the jewelry 
trade. You will find many ideas that you can apply to your business, that 
you can use to increase your diamond sales. 


If you are not already receiving DIAMONDEAS, write for your 
free copies to N. W. Ayer & Son, Inc., 1271 Avenue of the Americas, 
New York 20, N. Y. 


Tie in with the National Diamond Promotion—keep diamond sales coming your way 
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By Dr. Frederick H. Pough 
Gemological Consultant to JC-K 


“An ross”: The trend of matter into spirit. 


. @ A REMARKABLE COLLECTION of “jew- Something 
a els” has been circulating through the 


country. Even so, it is comparatively 
little known and relatively few people for Every Taste; 


CY. = cS have had an opportunity to see it. The 
jewelry trade should be conscious of it, 


for an alert jeweler could probably Dali 


O r) identify himself with leading citizens in 
promoting an exhibition of the collec- Explains 


tion in his city. The collection of 29 


pieces is now owned by the Owen Cheat- ; 
OU r ham Foundation and is made available Showmanship Plus 


“Eye of Time” combines diamonds with watch, in three shades of blue enamel. 
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THE FLOWER OF PRECIOUS JEWELRY 
Only the most elegant jewelry can attract the patronage of those who recognize 
and can afford the finest. Contact the House of Heyman today for brilliant 


originations in platinum and precious stones ...and recreations of heirloom pieces. 


Oscar Heyman ez Brothers. Ine. 


642 Fifth Avenue, New York 19, N. Y. 


Necklaces—$1000 and up; Bracelets—$550 and up; Rings—Wedding and Guard—$75 and up; Fancy rings—$175 and up; Brooches—$275 and up; Earrings--$250 and up. 





to important charities for display in local mu- 
seums on request, providing satisfactory conditions 
exist. Naturally, it is booked up long in advance, 
but eventually a free date should come around. 
Salvador Dali’s “Art in Jewels” lives up to its 
title; it is a remarkable combination of stones and 
craftsmanship with original conceptions, the like 
of which the world has never seen. Salvador Dali 
is well known as a superb artist with a remark- 
able technique and a wholly unpredictable imagi- 
nation. It is difficult to know when to take him 
seriously, and when to laugh with him, but we 
cannot deny his originality and versatility. 
However, the other member of this team is 
equally important, for without his willingness to 
change sketches into tangible, three-dimensional 
objects, the Dali jewels would not exist. He is 
Carlos Alemany, of Alemany & Co. He has had 
Salvador Dali under contract for some 11 years 
but has not made all of the jewels that Dali has 
designed, for Dali’s inspiration sometimes out- 
runs the practical matter of cost. None of the 


“Persistence of Memory,” the first 
Dali jewel, contains a_ real watch. 


jewelry is for wear, though several of the pieces, 
if they were duplicated, would make attractive 
brooches. 

One cannot but admire the jewels, and the skill 
of Mr. Alemany in solidifying them, no matter 
what the viewer’s interest. In some cases the 
interest might be purely in stones. For such a 
one, a large, heart-shaped baroque pearl, which 
is the center of the “Sacre Coeur de Jesus” 
(Sacred Heart of Jesus), or the 1685 ct. topaz 
quartz of the “Angel Cross” are remarkable 
enough to bring him to the exhibit. 

The mineralogist will also find Dali’s pieces 
fascinating, for the base or background often 
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“Light of Christ’”’ 


consists of a spectacular natural crystal, to which 
the fabricated portions are attached. Dali seems 
to draw many of his inspirations from the forms 
of nature revealed in crystals. The base of the 
“Sacre Coeur” is a splendid group of quartz 
crystals. 

“Explosion” radiates from the center of a face 
of blue fluorite in a burst of lapis, diamonds and 
rubies. The Swan Queen of “Swan Lake” rises 
against a backdrop of rough rock crystal. “The 
Living Flower,” one of three Dali pieces which 
have moving parts, grows from greenery at its 
foot, the greenery being a block of malachite 
from the Congo. 

The jeweler will be impressed by the crafts- 
manship of Mr. Alemany’s workers. He will be 
somewhat familiar with the cost of manufactur- 
ing some simple standard item of the trade. He 
will readily understand that the selling price of 
some of the larger and more complicated Dali 
jewels, if they were ever to be offered as over-the- 
counter items, would be in the neighborhood of 


“Living Flower’ opens and _ closes; 
malachite base contains mechanism. 


depicts blazing 
spirit emerging from broken cross. 


$50,060 to $60,000. He will sympathize with Mr. 
Alemany who, after making a start on one large 
piece decided after one little fragment had al- 
ready cost $1200, that he could not afford to com- 
plete it because no one could finance it. Perhaps 
someday someone will come along; till that time 
Mr. Alemany has his fragment and his inspired 
sketch by Dali. 

Lastly, there is the art aspect, and who could 
be better qualified than Dali himself to discuss 
that? In commenting on “The Angel Cross” he 
says: 

“This new concept, which is the most ambitious 

(please turn to page 117) 


JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 1960 





we 
a ¢ 
2. « 


if youf//need 


fa 
a 


¢ 
a 


4 


a diamond brooch 





contact 


Serving the Javelny Induslny with 
the Finest in Diamond Inwelay since 1919 
551 FIFTH AVENUE, NEW YORK 17, N.Y. 
MURRAY HILL 7-0457 
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By Sot P. KAUFMAN 


Paris in the fall—and 

slender hands reach out for 
diamonds to glitter 

in brooches and rings. 

These pieces of jewelry 

run the gamut of fancy stone 
shapes—round, baguette, 
pear-shape, marquise, and a 


half-moon (used as a 


“nlanter’”’ for a diamond- 


studded dwarf tree at 

upper left). Some shapes are 
repeated as handsome center 
stones, or gleam in 

unison as melee. Take your 
choice: when the jewels 

are inspired by The City of 
Light, only diamonds 


can capture the mood. 


To assist its readers in the design and sale of custom jewelry, JC-K 
presents contemporary ideas on this page each month. These plates 
may be assembled in a folder and shown to any prospect for a special 
order. With these designs, the jeweler can determine what ideas strike 
the customer’s fancy. The plates in this series are the work of mem- 
bers of JC-K’s Creative Designers’ Panel. This month’s stylist is Sol P. 
Kaufman. (See page 119 for a brief summary of Mr. Kaufman’s back- 
ground. ) 
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RY WINSTON 


Never stops working 


: or TOU 


Areund the clock, the Winston 


organization never stops working in 





your behalf. 





Our new building, specifically 
designed to provide bigger and 
better facilities, is now serving the 


growing needs of our customers. 


More and more volume loose diamond 
buyers are looking to Harry Winston, 
Inc. for their diamonds, because. . . 


ONLY HARRY WINSTON, Inc. 
OFFERS YOU..... 


See The world’s largest diamond inventory 
of sizes, cuts, colors and EXCLUSIVE 
QUALITIES. 


s Diamonds that. are cut and polished 
“™ in our factories assuring you the most 
advantageous prices. 


x 


eis Expert personnel’ to help YOU with 
* YOUR diamond. and_ merchandising 
problems. 








A call will bring you 
prompt — eye-opening = Action! 








Entrance for Loose Diamond Division—W. 56th St. 


718 FIFTH AVENUE, NEW YORK 18, N.Y. 
Circle 5-2000 


HARRY WINSTON. 


CALIFORNIA OFFICE 
448 SO. HILL ST., LOS ANGELES, CAL. 





{ 


New TY Star: 
A Jeweler 





@ IF A MAN has something worthwhile saying, he can usually count 
on an audience. And if he says it in front of television cameras, 
he can be reasonably sure of an audience running into the thousands. 

A Florida jeweler ang member of the American Gem Society, 
who has studied all aspects of his chosen field and likes to tell 
others about it, has had such an enthusiastic audience since last 
April. 

He is Carroll Seghers, owner of Carroll’s, 365 Miracle Mile, Coral 
Gables, Fla., who has been talking about jewels, from mine to finished 
product, watches, silver, china and crystal in a weekly half hour 
TV show, Gems and Facets, which has brought him fan mail by 
the bushel. 

The abundance of the latter is conclusive proof that a large seg- 
ment of the general public is ready, willing and eager to hear the 
story of jewelry ... if it is well told. 

Gems and Facets is sponsored by the Coral Gables Junior Cham- 
ber of Commerce. It immediately won endorsements from the 
Florida Retail Jewelers Association, the Broward County Retail 
Jewelers Association and many individual jewelers. 

Seghers grinds no commercial axe for Carroll’s. WTHS-TV is 
a public service station in Miami, sponsored by the Dade County 
Board of Education, and Seghers’s series falls into an “educational”’ 
bracket. But every Thursday evening from 7:00 to 7:30 he tells 
a fascinating story which benefits all jewelers and which is a potent 
“soft sell” of immediate utility to every merchandiser of jewelry 
wares in the south Florida area covered by WTHS-TV. 

Speaking before an audience, whether television or live, holds 
no terrors for Seghers (he uses no script, disdains the Teleprompter 

(please turn to page 129) 


A half hour each week, 
he talks about 

gems, silver, gold, 
watches or china— 
and his audience 


loves it 


Carroll Seghers shows’ gem-testing 
equipment and models of famous dia- 
monds. Other picture, made by Polaroid 
with 10-power magnification, iet TV 
audience see inside a Patek, Philippe. 
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: f | 
WHAT IS AMERICAN | 
ISRAELI DIAMONDS, INC.? 


T baie)» leleli ic By 
: @ Wis the American Division of terdel’s largest 


TO TH E i _ importer of rough and exporter of polished 
diamonds. ; 
AMERICAN Pic es 
| x @ its Tel Aviv headquarters account for approxi- 
74," | mately 24% of Israel's total imports of rough. 
DIAMOND 1% | 


\ * 


IN [T) U STRY |. Its sales and the total: exblorts of polished 


diamonds of its other five branches exceed 
$30,000,000 per year. 


' 


; 
j 


i 


HERE'S HOW AMERICAN 
ISRAELI DIAMONDS | 
REDUCES YOUR DIAMOND 
COSTS ...INCREASES YOUR 
DIAMOND PROFITS! 


@ its prices are better than competitive, based 
on factory prices. 

@ it has on hand a tremendous stock of full- 
cuts . . . from two points to one-ha!f carat. . . 
to fill your most exacting requirements. 

@ it eliminates the ‘original parcel’’ buying 


® it permits you to buy the specific qualities, 
colors, sizes and quantities you need. 


@ it reduces costly inventory by stocking your 
diamonds. You order what you want when you 
want it. 


@ it assorts your exact quality once established, 
eliminating your losses on rejects or sub- 
standard stones. 


@ it assures immediate delivery of consistently 
uniform quality diamonds any time and every 
time you order. 


® it extends credit terms to fit your individual 
financial picture. 


fe, Se SS | 


Come.in and discuss your individual requirements with us — or, if you prefer,_call or write us for full details 


AMERICAN ISRAELI DIAMONDS, INC., 609 Fifth Avenue, New York 17, New York 


NEW YORK ° TEL -AVIV . ANTWERP ° LONDON ° ZURICH ° MONTREAL 
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MAXIMIZE YOUR 
DIAMOND PROFTIS 


@ MANY YEARS AGO, when I was a salesman sell- 
ing rings, I found that when a jeweler sold one 
diamond ring, he often became unduly enthusi- 
astic and re-ordered four or more rings of the 
same style. From a practical point of view, he 
could have re-ordered just one instead of freezing 
additional funds. 

This bothered me to the point where I felt it 
necessary to devise a merchandising system for 
diamond rings through which the retail jeweler 
could gain the maximum profit from his diamond 
ring department. 

The diamond ring department is the backbone 
of your jewelry store! It is your prestige depart- 
ment, and a wonderful confidence builder. Its 
turnover is of prime importance. After all, your 
diamond business represents a good percentage 
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by setting up the right basic 


inventory for the 


highest possible stock turnover 


by SAMUEL I. REESE 


President, Reese Jewelry Corp. 


of your volume; so the more you turn over your 
diamond ring stock, the better your over-all profit 
picture will be. 

To increase turnover, it is important to have 
the proper basic diamond inventory. Here is a 
“rule of thumb” guide to the size of your basic 
inventory: Take approximately two-thirds of 
your last year’s cost of diamonds sold. Let us 
suppose that your last year’s purchases totaled 
$15,000. Simply take two-thirds of that cost 
($10,000) and this is your basic requirement. 

The more times you turn over your stock, the 
more gross profit you earn on the same invest- 
ment! 

Here is how turnover spells profit! Let us as- 


sume that you started on Jan. 1 with a $10,000 
(please turn to page 115) 
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ANTED! 


STANDARDIZED 
METHOD 

FOR AGING 
ACCOUNTS 


@® WHILE THERE IS conspicuous lack of uniformity 
in the methods employed by credit jewelers in 
aging accounts receivable, there nevertheless is 
general agreement on the positive need for cur- 
rent information on installment customers’ pay- 
ing records, both as individuals and collectively. 

Jewelers do not always age accounts for the 
same reasons and to attain the same objectives, 
but all successful credit sellers know that slow- 
paying accounts and also those that pay irregu- 
larly add to operating costs and pile up bad-debt 
write-offs. 

In the face of broad recognition by credit 
jewelry business of the importance of having up- 
to-date records on all accounts receivable, the 
jumble of account-aging methods in use probably 
has to be attributed largely to the fact that at 
least part of the present-day retail jewelry busi- 
ness adheres to the “rugged individualism” of the 
horse-and-buggy days. That point was made in a 
telling way by a jeweler when he said: 

“The entire jewelry industry should be on a 
stabilized method of accounts-receivable report- 
ing, including collection percentages, as well as 
bookkeeping procedures. That would help us in 
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By William Wagner 


JC-K installment 
Credit Consultant 


Confusion reigns in accounts- 
receivable reporting; 

with every man for himself, 
no accurate comparisons 


can be made 


getting proper comparisons. Now one jeweler 
ages his accounts in one way, I age mine in an- 
other, and the result is figures which are no good 
for comparison purposes.” 

The need for developing dependable statistics 
for tax purposes undoubtedly is an outstanding 
factor with most credit jewelers in connection 
with the aging of accounts receivable, and that 
has led to overlooking other values. The follow- 
ing comment, therefore, merits being underscored 
heavily: 

“We keep a record of the tabulations of the 
aging of accounts from one year to another be- 
cause that enables us to judge the quality of ac- 
counts with a substantial degree of accuracy. We 
have a practical way of letting each store man- 
ager know about the status of his accounts, but 
we don’t claim that it always helps. However, 
we rate the awareness store managers have of the 
overall picture of their accounts as one of the 
most important factors in the aging of accounts.” 

Summaries and explanations of account-aging 
procedures followed by four representative credit 
jewelry businesses indicate the lack of uniformity 
of method and give support to the viewpoint that 
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Originally established 1866 


Kahn: Jac obson, [nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
d Telephone CIrcle 5-4313 
an 32/34 Holborn Viaduct, London 
Jacobson Bros. Diamond Corp. Cable Address: “Redlace’’ New York 

















Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes. . . 
Loose or in Platinum 
Diamond Mountings 

of Exclusive Design... 


iy Wt ll A HU. {O//, Ve 


Formerly Robinson & Sverdlik 


O10 FIFTH AVENUE, Rockefeller (enter 


, Now York vALR Ncw York 
Over 40 Years of Service to Leading Jewelers : 
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A comprehensive, profusely illustrated 
DIAMOND 
DICTIONARY 


Approximately 250 entries on Famous Diamonds 

Hundreds more on cutting... . 
... mining 

... appraising 

..clarity, color, proportion and 
finish grading 

Many more on equipment used for testing 

... grading 


...and merchandising diamonds 


by the 


Gemological 
Tnstitute of 


$8.75 Americ: 


11940 San Vicente Boulevard Los Angeles 49, Calif. 














there exists a definite need for research to provide 
dependable statistics for comparison purposes. 
Reports supplied by the four cooperating credit 
jewelry firms follow: 


What Is “Current”? 

Firm A: “To determine the currency of ac- 
counts, we use the date of the last payment or 
charge made. For example, at the end of every 
month, an account that has made a payment or 
a charge in that month is considered current. 
Failure to make a payment or a charge in that 
month places the account in the 60-day category ; 
no pay for two months, places the account on the 
90-day list, and failure to pay for three months 
or more receives the classification of ‘prior ac- 
count.” The purpose of these classifications is 
solely to fix the percentage of currency. 

“For collection purposes, accounts are aged on 
the ledger card in accordance with the date on 
which the next payment is due and regardless 
of the last transaction. 

“It is our custom to determine our bad-debt 
write-off at the end of each calendar year. The 
basis used is that an account which has failed to 
make a payment in the last quarter of the year 
on a balance owing at the beginning of the quar- 
ter is written off as a suspense account. The 
bad-debt loss, however, is not taken until the suc- 
ceeding year. 

“It is our practice to take the entire amount of 
a given year’s write-off as a bad-debt loss the fol- 
lowing year and to report repossessions of sales 
as bad-debt recoveries in the year in which pay- 
ments are made.”’ 


Were Terms Met? 


Firm B: “We age accounts according to the 
month in which the last payment was made re- 
gardless of whether or not a customer pays ac- 
cording to terms. Our age groupings are current, 
30-day, 60-day, previous and credit balance. Take, 
for example, receivables on April 30: 

“Current would mean an account on which a 
payment was received in April; 30-day, an ac- 
count on which a payment was made in March, 
but not in April; 60-day, an account on which the 
last payment was made in February; previous, an 
account on which the last payment was made 
during or before January, and credit balance is 
a single listing with no breakdown as to the 
month in which the debt arose. 

“We consider this method of aging the simplest 
to use. It is the fastest to take off, and, there- 
fore, economical from the standpoint of labor. 
This method, or for that matter, any other, used 
consistently, will form a basis for comparison 
with the performance of previous years and also 
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will be useful in evaluating credit-department 
performance. The weakness of the method is that 
it does not provide a true evalution of the paying 
performance of an account.” 

Firm C: “We age accounts by actual delinquent 
date from the time of the purchase. On the day 
following a payment on an account, the credit 
manager or an assistant places an audit date by 
that payment to indicate the exact date through 
which the account is paid. For example, an ac- 
count could pay on May 1 and be paid only 
through Feb. 1. Therefore, we would audit that 
account and place it in the 90-day classification. 

“We use this method of aging because we con- 
sider it the only realistic way in which accounts 
can be aged. We understand that some firms in 
our industry will bring all delinquent accounts, 
no matter how far they are back in their pay- 
ments, up to date if one or two payments are 
made; but we believe that this results in an in- 
flated accounts-receivable picture. 

‘To be sure, we also bring delinquent accounts 
up to date, provided non-payment was due to 
sickness, labor conditions, or some other cause 
that merits special consideration. In such cases, 
we often rewrite the contract and make an addi- 
tional carrying charge.” 

Firm D: “Several years ago, we started the 
system of requiring our store managers to go 


through their accounts at the end of every month 
to tally them according to the last date of pay- 
ment. For example, accounts that had paid in 
May would be placed in the ‘one to 30-day’ cate- 
gory ; those that did not pay in May, but had paid 
in April, would be placed in the ‘30 to 60-day’ 
classification; accounts that had not paid after 
March would be placed in the ‘60 to 90-day’ cate- 
gory, and the ones that had made their last pay- 
ment before March would be placed in the ‘90- 
day and over’ classification. 

“This information of accounts receivable was 
required as a guide to quality of accounts, and 
also to be used as a means to make store man- 
agers aware of the character of their respective 
outstandings. 

“We write off to bad debts the accounts that 
have not paid in 90 days, unless there is a 
very special circumstance connected with an in- 
dividual account. We also take out of the active 
classification those accounts on which payments 
have been made within 90 days if the payments 
have been so small and so sporadic that to collect 
the accounts in their entirety in a reasonable 
time is doubtful. 

“The aging method we use does not qualify or 
serve as a complete analysis of accounts. It fails 
to show the amounts paid and provides no record 
of the continuity of the payments. See 
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ALBUM 


USE IT AS A DISPLAY PIECE .. .An attractive book 
on your counter opens to show the complete range of famous 
Bellavance expansion watch bands. 


USE IT TO SELL MORE WATCH BANDS... 


Bellavance expansion watch bands displayed in this album 
attract attention — and sales. Gives the customer a wide 
selection at a moderate price. 

USE IT FOR STOCK CONTROL... Ata glance you 
can see which bands move more rapidly — you can always 
keep a fully-stocked display of the most popular bands on 
hand. 

TO HELP YOU INCREASE YOUR SALES... .This 
famous Bellavance Album has just been revised for the 1960 
season. Comes in attractive simulated leather and opens to 
display 48 fast-selling expansion watch bands, men's and 


ladies’, both gold filled and stainless. 
ALL BELLAVANCE BANDS carry the immediate serv- 


ice guarantee that has made the name Bellavance famous 
throughout the jewelry industry. 


Ask your wholesaler to show you the Bellavance Album 
and the entire range of styles. 


Quality... 


and Dependability 
with Service 


OF ATTLEBORO 


BELLAVANCE, IN C., Attleboro, Mass. 








DIAMOND SALES 
(continued from page 92) 


cent, after a decline to 17 per cent in 1958. 

The purchase of diamond rings as an anni- 
versary gift continued its upward climb. The soli- 
taire setting declined in popularity during 1959 in 
diamond rings purchased as an anniversary gift. 
During 1958, 45 per cent of the jewelers reported 
that the solitaire setting is usually preferred. Only 
38 per cent reported such a preference in 1959. 

Average retail diamond prices in 1959, as quoted 
in DeBeers advertisements, are given in the ac- 
companying table. For comparison, a summary of 
prices from 1948 through 1958 is also given. 

Fine jewelry held back from the exaggeration 
seen in the whole of fashion, but the general round- 
ness and bulky look of the past few years con- 
tinued. Clips and pins were either definitely large 
or small and dainty. 

Design showed wide variety, with many ideas 
based on familiar objects. Necklaces continued to 
be the most important jewelry accessory. In dia- 
mond necklaces the gems appeared as drop clusters 
on chains, as pendants, and as curving bands of 
small brilliants holding together ropes of pearls 
or colored stones. All-diamond-and-platinum neck- 
laces often resembled the flexible diamond bracelet 
of 10 years ago. There were fewer fringes of mar- 
quises and pear shapes. 





Would a copy of Dr. Switzer’s complete report 
be useful in your business? It contains coun- 
try by country information on production, cut- 
ting and imports; and is the only compendium 
of such information available anywhere in the 
world. If you want this booklet, ‘‘The Diamond 
Industry in 1959,"" send $1 to JEWELERS’ 
CIRCULAR-KEYSTONE, Chestnut and 56th Sts., 
Philadelphia 39, Pa. 











Bracelets were not especially fashionable, but 
widely worn nevertheless. The smartest ones were 
with hidden watches; the more cleverly the watch 
was concealed the more saleable the bracelet. 

Baguettes appeared more often than any other 
fancy cuts. Emerald-cuts continued to be used 
almost exclusively for rings. The oval, revived a 
year ago, gained in popularity, and the marquise 
was the designer’s favorite for working out pat- 
terns. 

Gold appeared as a favorite metal for diamonds, 
with green, rose and red gold being used for va- 
riety. There was evidence of a big gift market 
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for clips from one-quarter to one-half carat in 
size. No surface treatment of metal was devised 
to match the popularity of the Florentine finish. 


World Production 


Accurate figures regarding world production of 
diamonds are not available for all countries. In 
the accompanying table showing world diamond 
production, figures received from official sources 
are used in most instances. Official figures from 
some countries are meaningless, either because ex- 
ports are not made through official channels, or 
because of illicit diamond mining. 

Total world production during 1959 amounted 
to approximately 26,800,000 carats, or about 
1,200,000 carats less than the record year of 
1958. Ze 


Canada’s Credit Card Splurge 

Recently Canadian companies have _ been 
formed to compete with international credit-card 
organizations, especially for local “charge it” 
business. Merchants who participate in the credit 
plans of the Canadian companies pay either 5 
per cent or 6 per cent commission on their card 
sales. 


_-— 


Credit cards are issued without charge by the 
Canadian companies, and there is no charge for 
30-day credit. Service charges apply to install- 
ment sales. As a rule, the use of credit cards is 
limited to local services, and travel facilities are 
not included. 

The Financial Post, Canada’s national weekly 
of business, investment and public affairs, said 
recently that the Master Credit Service, Ltd., 
which operates in the Ottawa-Hull area, is the 
brain-child of a chartered accountant, A. H. 
Ritchie, formerly Commissioner of Finance for 
the City of Ottawa. The plan was designed to fit 
the needs of local business. 

In Hamilton, Ont., the local businessmen oper- 
ate a credit-card plan called the Shoppers Club 
of Canada. It has been described as “a family 
idea, not designed for traveling executives.”’ 

The Shoppers Club screens card holders care- 
fully, and without further credit checking the 
holder of a card may buy anything up to $75 
from a cooperating merchant. Income is derived 
from a 6 per cent commission on card sales and 
also from a carrying charge on installment trans- 
actions. 

International credit-card organizations are op- 
erating in Canada, mainly through subsidiary 
companies, and are expanding rapidly, according 
to The Financial Post. 
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A Distinguished Collection 
of Quality Watches that 
provides these advantages: 


© Full Profits for Retailers 
e Consistent Retailer Protection 
e Prestige Line for Today & Tomorrow 


The new Racine Royale models represent 
the ultimate advance in seven decades of 
fine watch craftsmanship. Their distinc- 
tive beauty is enhanced by superbly de- 
signed Swiss cases. 


Sold through These Distributors: 


|. ALBERTS SONS, INC., Boston, Mass. 
B-H-K CO., INC., Milwaukee, Wis. 
JOS. B. BECHTEL C0., INC., Phila. 


A. C. BECKEN C€0., Chicago, 
Cincinnati, Denver, Nashville 


WM. R. KATZ CO., Dallas, Texas 


E. W. REYNOLDS CO., Phoenix, Ariz. 


Racine Royale Models for 
Men and Women Retail 
from 38.50 to $163.00 


ECe Ge —o ee. oe: On 8, Ee mete) 1-71 han Te 


20 WEST 47th STREET, NEW YORK 36 











STOP ’N SELL WINDOWS 

(continued from page 85) 

—I let them flow out of picture frames, and so on. 
“Fifth, I use ribbons a great deal because their 

bright colors are excellent for catching the eye. 

Also, properly draped ribbons guide the eye from 

one item to another. This assures that the shop- 

per takes an overall look at the merchandise dis- 

played.” 


Something Different 


Miss Dirkson creates many of her own props, 
but she advises the small jeweler who dresses his 
own windows to take “the wildest idea he can 
think of, or the strangest prop he can imagine,” 
and pattern merchandise around it. Miss Dirkson 
insists that it’s better to be talked about as “that 
jeweler with the crazy windows” than to spend 
time on displays so dull and stereotype that they 
are ignored by prospective customers. 

Experience leads her to believe that most jewel- 
ers do not stretch their Christmas windows over 
a long enough period. She would like to see pre- 


Driftwood branch 
and taupe velvet 
turtles, for effect. 





Thanksgiving window displays with Christmas 
hints in them as well as a liberal sprinkling of 
Christmas merchandise. 


Perfect Balance? No! 


In any window it’s wiser to use an uneven 
number of items than to pair off sets of merchan- 
dise in formal balance. Also, curved, triangular 
or random lines and patterns are better than the 
precision of items marching across the window 
in straight rows, Miss Dirkson says. 

Imagination must come to the fore in any dis- 
play work, and Miss Dirkson suggests that jewel- 
ers who dress their own windows, or supervise 
the project, make a habit of window shopping 
other types of businesses for ideas that can be 


transferred to their own. ae 
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Chatham-Created Emeralds can be compared... 

but only with natural emeralds. These rich, brilliant 

translucent jewels are as beautiful as the finest natural emerald and so much 
like the natural that special tests are necessary to make positive 
identification. Chatham-Created Emeralds sell at about one-fifth the price 

of natural emeralds. Chatham-Created Emeralds in exquisite settings of 
platinum and gold with diamonds are available at the precious jewelry counter 
of leading jewelry and department stores. Facts asouT CHATHAM-CREATED EMERALDS eo: 


Prices. start as low as $80.00. ha 


oi sk P 
Write for booklet, The Story of Ye CARAT $30 TO $110 1 CARAT $70 TO $280 1 i% CARAT $105 TO $480 2 CARATS $160 TO $740 
7 ’ 9 Prices vary depending on quality and size. Depth of 
Chatham-C reated Emeralds . color, transiucency, brilliancy and carat weight 
determine the value of Chatham-Created Emeralds. 


CULTURED GEM STONES INC., 580 FIFTH AVENUE, N. Y. 36, N. Y. 
DIVISION OF IPEKDJIAN INC. in Canada: MARVEL JEWELRY LTD., Toronto 
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Chatham-Created Emeralds will be seen by more than 
17,000,000 quality conscious, high income consumers. 
These are your customers! Be prepared to show 

and sell the beauty only Chatham-Created Emeralds offer. | | 

These ads will appear from October through December | 
stimulating more Chatham-Created Emerald business 

for you at your precious jewelry counters. 


eZ 


CULTURED GEM STONES INC. 
Dept. A. DIVISION OF IPEKDJIAN INC 
580 Fifth Avenue 

New York 36, N. Y. 


rr. 


In Canada: MARVEL JEWELRY LITD., Toronto 








LEADING MANUFACTURERS FEATURING 


( 


THATHAM-CREATED EMERALDS 


A. Jaffe & Son Corp. New York, N. 
Wm. Chalson & Co. New York, N. 
J. & H. Flyer New York, N. 
Green & Co. Jewelers Inc. New York, N. 
Gems Fantastique New York, N. 
General Jewelry Co. New York, N. 
Haven Ring Co. New York, N. 
The Regent Co. New York, N. 
K. S. K. Jewelry Co. New York, N. Y. 
Hughes & Walcott Detroit, Michigan 
Fratianne Mfg. Co. Cleveland, Ohio 
Hirsch Oppenheimer Chicago, Ill. 

Helm & Hahn Co. Inc. Pittsburgh, Pa. 

Byard F. Brogan Philadelphia, Pa. 
Jewels by Edwar Beverly Hills, Calif. 
Marvel Jewelry Ltd. Toronto, Ont., Canada 
J. B. Bernstein Co. Inc. Pittsburgh, Pa. 
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jewelry in platinum and gold set wit! 
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custom designed pieces if desired 


CULTURED GEM STONES INC. 


Dept. A. DIVISION OF 17EKDJIAN INC. 


t 
580 Fifth Avenue 
New York 36, N. Y. 


In Canada: MARVEL JEWELRY LTD., Toronto 














MAXIMIZE YOUR DIAMOND PROFITS 
(continued from page 102) 


inventory, and every time you sold a ring, you 
re-ordered the same style ring at the same cost 
and continued doing this for the balance of the 
year. Now, suppose that at the end of the year, 
you found you bought $15,000 worth of diamond 





The Author 


Promoter, stylist and diamond ring expert, Samuel 
|. Reese is recognized as a pioneer in jewelry mer- 
chandising. He has lectured at the Bulova School 
of Retailing on “The Merchandising of Diamond 
Rings’ and is the author of a diamond cost analysis 
system used by many retail jewelers. Maximize Your 
Diamond Profits is from a forthcoming book by Mr. 
Reese which will be copyrighted by the author. 











rings. This would give you a turnover of 114 
times, arrived at by simply dividing your $10,000 
inventory into your purchases of $15,000. The 
result is 1.5 or 114 times; the national average is 
approximately 1 time. 

Now, let us see the advantages of store “A”’ 
(having a 114 times turnover using the constant 
re-order system) over store “B” (which has a 
one-time turnover). We will assume that both 
stores use the same mark-up of three times, and 






The Original... 
One-And-Only 
In The Popular 
Price Range 


*XADJUSTABLE END 
Adjustable Length 


Foster 


Ask your wholesaler to show 
you the NEW complete Bristol 
Line of low priced watchbands 
from $1.70 up (Keystone). 
Manufactured by Foster Metal 
Products. Order through your Just 
wholesaler. 


57S’ 





Press In 


100% AMERICAN MADE The Ends 
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Fits Every 
Wrist 


that both have the same gross sales of $45,000 
per year. 

In store “A,” your basic inventory was $10,000, 
your additional purchases were $15,000, and your 
gross sales were $45,000, giving you a neat gross 
profit of $30,000 plus a well-balanced inventory 
of $10,000 at the end of the year. 

In store “B,” based on the same $45,000 gross 
sales and the same re-ordering of $15,000 during 
the year, the inventory had to be $15,000 be- 
cause store “B” turned its inventory over only 
one time. 

This is the result: Store “A” had a gross profit 
of $30,000 based on an investment of $10,000. 
Store “B” also had a $30,000 gross profit but 
with an investment of $15,000. In other words, 
store “B”’ had 5,000 non-working dollars; store 
“A” had a far greater return on its invested 
capital. 


Reorder Immediately 

What this all means is simply this: get a good 
working basic inventory and stick to it. And aim 
for the rapid turnover that immediate replace- 
ment affords. When a ring is sold, re-order it im- 
mediately. This keeps your stock constantly up to 
date with a full selection at all times. 

The secret of a profitable diamond depart- 
ment is rapid turnover! Rapid turnover permits 
















7FOSTER-MATIC PLUS 


Jehictahicte 


ADJUSTABLE! 
11/16" 


3/4" 


Fits Every Watch 
BOTH WAYS! 
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What’s happened 
to Cufflink Backs! 


A radical new design 
concept in tune with 
the slender-line Wider toggle-bar 


fashion can be engraved 


trend... 


- sO . “ 


Shorter 
telescoping 
~” shank 


No spring 
to lose tension 


TELESCOPING SHORT-SHANK CUFFLINK BACK 


oY 
SHTEINSHLEIFER 


GAP- FREE CUFF CLOSURE 

Shorter Shank 
means Slim-line 
Styling - Neater 
appearance -More | 
wearer comfort 1 














THIS instead of THIS 


SLENDA-LINK’s ingenious design marks the 
first significant departure in cufflink back con- 
struction in almost a quarter-century... 
features a shank nearly 50% shorter than 
others, making a neater, more comfortable 
closure. SLENDA-LINK has no springs to lose 
temper and tension under soldering heat. Shank 
-extends automatically for easy insertion, tele- 
scopes for gap-free closure. Fingertip action is 
effortless ...a major “break-thru” in cufflink 
back mechanics. 


Available now in 14K gold 
N. L. SHTEINSHLEIFER CO. 
40 Elizabeth St., New York 13, N.Y. 


Send pair SLENDA-LINK Telescoping Short-Shank | 
Cufflink Backs, 14K gold, to: 


Name 








| Company 
Address 











the least amount of capital investment and the 
greatest amount of convenience. In addition, the 
jeweler does not have to “sweat out” payments 
of large invoices at any one time. He is constant- 
ly selling and re-ordering, thereby getting the 
maximum turnover of his diamond rings and in- 
vestment, and paying his bills out of his profits. 
In order to be able to do this, it is important to 
have a source of supply to service your account 
on re-orders within 10 days. Once this system is 
established, a girl in the office or a clerk in the 
store should be able to handle re-orders. It will 
not require your personal attention. 

Jewelers are constantly searching for new dia- 
mond promotions such as total weight sets, but 
what is much more important is to increase your 
diamond business by going after new business. It 
is in your city, all you have to do is go after it. I 
am now referring to the exploding teenage mar- 
ket. There are many ways to go after this busi- 
ness. 

1. Run an ad in your local newspaper advertis- 
ing an inexpensive diamond princess ring, friend- 
ship ring or a diamond pendant. 

2. Run the same ad in the high school paper. 

3. Feature it in your window. 

4. Start a teen age club. The teen-ager’s buy- 
ing power is enormous and they are your diamond 
ring customers of the very near future. 

Almost every jewelry store has money tied up 
in trade-in diamond rings. They represent part 
of your investment. It is important, once you 
know that the sales involved in any trade-ins 
have been properly cleared without any recourse, 
to then proceed and dismount the stones, and re- 
mount them in newer and more saleable styles. 

In resetting these diamonds, you definitely 
should mount them in the price ranges you are 
open for—even if it is necessary to have a few 
extra diamonds supplied. It is cheaper to do it 
this way than to have to buy a complete new unit. 
This procedure avoids freezing funds that can be 
working for you. It also helps you to realize the 
full profits that you are entitled to in your dia- 
mond ring department. Zan 





It was the custom in ancient Egypt to provide 
the dead of high estate with a room to which the 
departed spirit might return each day to find the 
necessities, amusements and occupations that con- 
cerned him during his lifetime. For those things 
which could not be actually supplied, pictures 
were substituted. These pictures tell us the man- 
ner of life and industries of that period of Egyp- 
tion history. One recently discovered picture 
shows the interior of a jeweler’s shop with work 

full progress, master and apprentices all en- 
gaged in making jewelry: 
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DALI JEWELS ON TOUR 

(continued from page 96) 

of all those I have contributed to creation of an 
object, is equivalent, from my point of view, to 
those of Benvenuto Cellini, to the Renaissance: 
this object corresponds to the hyparxiological 
concept of existence. 

“Hyparxiological means treatise in Greek. That 
is, the treatise of existence. In this object one 
can see the gradual transformation from the 
mineral world to the angel. This gradual trans- 
formation starts with the mineral, which is the 
lapis lazuli. Then we go to the tree of life, which 
is the coral cross, the plant world. The animal 
world, which is the next step after the plant 
world, is represented by the sea urchin [there 
are waving, sea-urchin-like spines at the base]. 
Next comes man, who is incarnated in the figure 
of Christ, but you notice that the face of this 
Christ is now no longer the face of Christ, but 
the face of the angel, because when man detaches 
himself completely from material surroundings, 
from human surroundings, he attains the angelic 
state. That is why this cross is called the Croix 
Angelique. 

“The topaz, which is perhaps the largest in the 
world, serves as a tabernacle gate and the Gate 
of Heaven. 

“When the gate is closed, one sees the blood of 


Christ through the precious stone. When the 
topaz is open, one then sees the body of Christ, of 
virgin gold, painted by Dali in oil and liquid 
amber, which is so much more precious than 
enamel. 

“The entire cross rests on a perfectly sovereign 
sphere of lapis lazuli, created from a block almost 
one meter in size. 

“The mineral aspect gives the idea of the sub- 
conscious. 

“There are 12 diamond spines because 12 is the 
number of the dodecahedron. At the same time 
it is the 12 Apostles, the 12 signs of the Zodiac, 
the 12 months of the year, and so on. Everything 
is built on the mathematics of the number 12. 
Even the cube which imprisons, so to speak, the 
structure of the coral cross, is also based on the 
number 12. 

“The coral comes from China and is very rare 
because—and this is a major difference from 
Italian rose coral—it is very dark. It is most 
uncommon to find coral in that size and color, 
which is exactly the right color to form the 
sharpest contrast to the mineral from Siberia. 
We therefore have here probably one of the 
rarest objects from the material standpoint, and 
from the standpoint of metaphysical strivings, 
because it is the first Crois Angelique to have 
been conceived and in which one can observe the 











32nd Degree 


SCOTTISH RITE 
CONSISTORY RINGS 


Heavy, handsome, authentic- 
ally designed rings in 14K 
yellow gold with hand chased 
white gold eagles. The rings 
illustrated are only a small 
part of our large selection. 





\Wreerertine Berry & CO. 


socierTty 


MEMBER AMERICAN oekM™M 


ACTUAL SIZE 


THE NAME THAT MEANS 


8S ROSE STREET, NEWARK 8, N. J. 
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LINDE 


‘Lande’ is 2 registered trademark ef Union Carbide Corp. 
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K 


‘Linde’ *Stars are the only 
synthetic star sapphires and 


Unusual swirl design in distin- 


guished engagement ring setting 
with wrap around wedding 


band te mateh. Linde Syn- 
thetie Star Sapphire styled 
by The BOCK-LEWIS 
CJ., Buffalo, NEW 
YORK 


alelalcumeleie 


stor rubies produced under 


quality controls so rigid 


they match the perfection 


of natural star gems. 


r inquiries are invited. 


> FIFTH AVENUE. NE 


V¥ YORK 


CHARLES F. WINSON 


36 





Add your name to the 
list of major jewelry 
manufacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 

Aisan Mfg. Co. 

Axel Bros., tne. 

Beckerman & Lerner 

Belenky Bros., ine. 

Biekson, Ine. 

M. Boner ~y egy? 

Botell Ring ine. 

5. te ions Cs. 

Bristol Seamless 
Corp. 

Coronet Jewelers 

a & Sens Jiry. Co 


D’ Espesite Bros. 

E. S. Feinstein & Ce. 
Flyer Brothers 

a & Ben Frackman, 


aw ~ p aa Ine. 
H. Glase 

Goldstein- } a 
Green & Co., 


Haven Ring Ce. 
rvring 
Kahn & Co. 
Kaptan and Sens 


Perkel & Klein, Ine. 

Aaron Perkis 

Samuel :—' Co., Ine. 
& M. Jewelry Co. 

David Sarkin, Ine. 

William Schneider 

Sehuman & Donchi, Ine. 

Seltzer Bros. 

Skalet Mfg Ce., ine. 

Veteran Jewelers 

i & Skoinik, Ine. 

5. R. Weed & Sons, ine. 


BUFFALO, WN. Y. 

The Bock-Lewis Ce. 

M. A. Reich and Co. 
Ster Ring Mfg. Co.. ine. 


CHICAGO, ILL. 

Emli Braude & Sons 
Hart Ring Ce., Ine 
yr —_ Oppenheimer 
hy Rotter” 
Fred Seltzer Co., Ine. 
Stein & Elibogen Ce. 


INDIANAPOLIS, IND. 
Goodman and Cempany 


MIAMI, FLORIDA 
Lowls Lang & Co. 


MINNEAPOLIS, MINN. 


Ostbye and Anderson 
Ring Speciality Co. 


ST. LOUIS, MO. 
Kinsley & Sons, Ine. 


Fratianne Mfg. Co. 
. B. Goodman Mfg. Ce. 


ne 
Swirsky Bros., Ine. 
The Victor Corp. 


PENNSYLVANIA 
Byard F. Brogan 


PROVIDENCE, R. 1. 


Dolan & Bullock Ce., 
J. J. White Mfg. Ce., 


NEW JERSEY 


Aeme Ring Mfg. Co., Ine. 
Chureh & Company 
F. & F. Felger, ine. 
Jabei Ring “Mfg. Ce., Ine. 
Jones & Woodland Co., Inc. 
Larter & Sons, Ine. 


CHATTANOOGA, TENN. 
John Ullenberg, ine. 


Werldwide Distributors 
COLUMBUS 5-2656 

















progressive transformation from the mineral to 
the vegetable, to the animal, to man—represented 
by Christ—and finally the countenance of the 
angel, and this the whole hyparxiological process 
of existence. 

“The rhythm of the diamond-encrusted spines 
was designed from a film I made last summer on 
the movement of sea urchins. With the patience 
of a Benedictine monk, Mr. Alemany constantly 
checked the rhythm of each of these spines so 
that it is truly like a living natural history. It 
really has the cosmic rhythm of sea urchins mov- 
ing in the depths of the human subconscious, as 
in the abysses of the sea.” 

“The Angel Cross” is “metaphysical and cos- 
mic,” Dali says. 


Showmanship Plus Craftsmanship 


Similar comments could, indeed, have been 
made about most of the jewels of the collection, 
for Dali finds “metaphysical and cosmic” implica- 
tions in all he does. How seriously one is to take 
them is something the viewer must decide for 
himself; from his paintings to his mustache, Dali 
is a showman. He is very lucky that there was 
also a Carlos Alemany to solidify his metaphysi- 
cal cosmos. 

Regardless of how one may feel about meaning 
of the pieces (one can see them beautifully il- 
lustrated in the New York Graphic Society’s 
Dali, a Study of his Art-in-Jewels, published in 
1959), one cannot but be impressed with the 
execution. A. Hyatt Mayor, print curator at the 
Metropolitan Museum, writes in the introduc- 
tion: “Dali has been compared to Cellini. But 
Cellini, who was an experienced metal worker, 
made tight, niggling drawings that specify how 
to cast and chase an object. Dali’s dashing imagi- 
native sketches are perhaps his most likeable 
creations, but they need a practical jeweler to 
translate them before their effect can be approxi- 
mated in metal and stone. The sketches would 
never get off the paper without an interpretation 
as thorough and as skilful as that of the orches- 
trator of a piano score.’ 

The jeweler need feel no reluctance about pro- 
posing to the heads of important local charities 
that they make an arrangement with their 
museum, or their university for a display of the 
Dali jewels. Mrs. Cheatham has said that in- 
quiries initiated through established jewelers in 
various cities will be welcome. Jewelers should 
write to the Owen Cheatham Foundation, 375 
Park Ave., New York 22, N. Y., for information 
about booking arrangements and possible dates. 

Dali’s name alone continues to arouse wide- 
spread public interest. His name, plus a display 
of gems on a grand scale, virtually guarantees 
a large audience. Zaa 
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About This Month’s Stylist 


Sol P. Kaufman, author of the jewelry 
themes shown on page 98, has worked in 
several fields—but, he says, he derives his 
greatest satisfaction from expressing dy- 
namic movement in de- 
sign and rhythm for 
fine jewelry. After 
study at the National 
Academy of Design 
and Cooper Union, he 
became affiliated with 
the jewelry industry in 
the early Twenties. Several years later he 
launched out for himself with Gem Crea- 
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@ Orchestrated beauty: A pretty girl is like 
a melody—one which plays upon the strings 
of the purse as well as those of the heart. 

At Bauman’s, jewelers, of Dothan, Ala., 
the melody is arranged for full orchestra 
through a profitable collaboration with a 
photographer. 

The latter photographs every bride-to-be 
who selects her china, flatware and glass 
through Bauman’s bridal service department. 

The portraits, as many as 20 at a time, 
are displayed in Bauman’s show window with 
the place settings each bride has chosen. 


Wedding gift possibilities are interspersed 
among portraits and place settings. 
The array stops passers-by in their tracks, 


tions, a design service which others con- 
tinue for the jewelry trade. In recent vears, 
Mr. Kaufman has worked in allied fields, reminds them of wedding gifts to be beuskt, 
such as costume jewelry, watches, watch and leads to a tidy flow of traffic into Bau- 
attachments and cosmetics. However, he ! man’s. 

says, “Platinum jewelry is still my first The photographer gets free display adver- 
tising for his talents, plus many orders for 
reprints, and the brides get their portraits 
gratis. Everybody wins. 


love.”’ 

















Nicest Gift 


for Drivers! 


TWIN-LOCK* KEY PROTECTORS 


for Men and Women 


by 


CLICK, it opens! CLICK, it's closed! 
KEEPS IGNITION KEY SEPARATE FROM OTHER KEYS 


Here’s a year-round best selling jewelry gift — 
particularly for Christmas sales. Stock and sell 
these Anson originals with appeal to every man 
and woman driver in your town. Priced from 
$2.50 to $6.00. Gift boxed. 

top—9062AK5, sterling, hand engraved. . . $6.00 
bottom—9061DK5, sterling, hand engraved with signet 
for engraving . . . $6.00 

right—9160CK9, rhodium finish, black poodle on white 
ename!.. . $3.50 All prices retail “patented 


ADVERTISED IN LIFE 


Order from any of Anson's 68 authorized 
distributors who sell to retail jewelers only 
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Nationally acclaimed 
for durability. . . 


PLASTIC inall 


Decorator colors 


\) PARCHMENT 


: plain or printed 


PATENTED #2851774 


Forma Scribe, 


WITH LASTING POINT 


for SMOOTHER, CLEARER 
MARKINGS 








Engine-turned Discs or Plain Blanks, 
14K Y. G., semi-polished... 
Plain ....$1.10 dwt. 
Engine-turned ....$1.15 dwt. 
Plus labor charge; W. G., 5c dwt. 
extra. For completely polished 
disc add 25c per piece. 


. Wedding Rings, 14K Y. G., 2MM. to 12 
2 MM. widths, completely polished 
7 $1.30 dwt. 


e No labor charge. W. G., 5c dwt. 
’ ca } extra. 


Cuff Link Backs, 14K Y. G.... .$3.25 pr. 


Spiral Bracelets, 14K Y. G., completely 

finished, over 13 dwt. $1.30 dwt. 

under 13 dwt $1.40 dwt. 

Neck Chains, 14K Y. G., Carded, doz. lots 

15” length, as low as $10.00 doz. 

Coin Holders, 14K Y. G., doz. lots for 

$2.50 coin, $21.00 doz. for $5.00 

coin $24.75 doz. for $10.00 

coin $30.25 doz. 

A complete line of CASTINGS for 
the jeweler in 14K Gold and 
| Platinum. Rings, Pins, Earrings, 
racelets, Charms, and many other items. Ask for complete catalogs 


Feldlelerclim al aelialcscm helae) Ca 





BRAINSTORMING 
(Continued from page 87) 


brainstorming is that the power of association is 
a two-way current. When a panel member spouts 
an idea, he automatically spurs his own imagi- 
nation toward another idea. At the same time 
his idea stimulates the association powers of 
other panelists. Scientific experiments have 
demonstrated that free associations are 65 per 
cent more numerous in group activity than when 
working alone.” 


Jewelry Store Approach 


Brainstorming is neither mysterious nor diffi- 
cult to put into operation in your own store. Let 
us assume you have five, ten or more reasonably 
intelligent employees who can take part in a 
brainstorming session and that you have a prob- 
lem: how to get more traffic into your sterling 
department. 

To tackle it, you assemble those employees you 
wish to use as brainstormers, explain briefly the 
purpose of the meeting and state the problem as 
simply as possible. Do not state it as: “How can 
we get more traffic and hence more sales in the 
sterling department? Stick to a single element: 
traffic. 

If a brainstorming session produces a useful 
solution to the traffic problem, then you can call 
another session to produce possible ways of get- 
ting more sales from the traffic. 


No Cold Water, Please 


Explain that all are there as equals and that 
you are merely the coordinator. Stress that what 
is wanted is creative thought: no idea, no matter 
how superficially far fetched will be unwelcome. 
In this connection, explain that one of the funda- 
mentals of brainstorming is suspended judgment: 
putting aside one’s critical faculties until after 
the session when the ideas are sorted and the 
wheat separated from the chaff. (Osborn states 
in his book: “... if a group-chairman acts omnis- 
cient, he makes his more timid members afraid 
to open their mouths. Then, too, when a leader 
allows criticism to creep into the proceedings, he 
likewise fails to get the best out of his panel. He 
must always insist that the ideas produced be 
judged—not during the brainstorming session— 
but afterward.’ ) 


Target For Today 

Set a target for vour brainstormers—so many 
ideas to be produced in such-and-such a time; 
working against a deadline encourages greater 
effort. Appoint someone able to take shorthand 
or rapid longhand notes as “idea collector,’ to be 
responsible for recording all ideas. Then, just 
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before you start the ball rolling, lay down Os- 
born’s ground rules for successful brainstorming: 

1. No criticism—all adverse judgment of ideas 
to be withheld until later. 

2. Free wheeling welcome—the wilder the 
idea, the better. 

3. Try for quantity of ideas—the greater the 
number, the more likelihood of some good ones. 

4. Combine and improve ideas—“hitch hikes,” 
or modifications of stated ideas should be en- 
couraged. 

Tell your brainstormers to raise their hands 
when they have ideas and snap their fingers when 
they have “hitch hikes” on the ideas of others. 

Don’t be dismayed by “blue sky” suggestions, 
seemingly totally impractical. Osborn states: 
“Facts are the brick and mortar out of which 
judgments are built; but in creating thinking, 
facts serve mainly as springboards. Too many 
facts can stifle the spontaneity needed in group 
brainstorming. Factual justification can come 
later when the ideas are evaluated.” 

When you have finished explaining the prin- 
ciples of brainstorming, and the problem they are 
to attack, toss in an idea or two that you have 
thought up in advance of the meeting. 


Let the Chips Fall... 


After thus priming the pump, you should be 
able to bow out of active participation and retire 
to the sideline to cheer the panelists on. If you 
have been reasonably successful in setting the 
stage for brainstorming, you will witness a chain 
reaction of idea creation as one participant’s flash 
of inspiration triggers a still better idea in his 
neighbor. 

Temptation to immediately criticize what seem 
to be “crazy” ideas will be strong; don’t yield to 
it. Criticism of any sort during a brainstorming 
session is strictly taboo. 

When you have accumulated what you feel is 
a reasonable number of ideas, thank the partici- 
pants, and adjourn to screen the collection. 

Weed out the obvious duds; then consider the 
better ideas. Sometimes a single idea may have 
real possibilities. Or you may find that by com- 
bining two or more of the better ones you can 
develop the ideal solution for your problem. 

Apart from problem solving, its author claims 
still another benefit for brainstorming. “The 
participants,” says Osborn, “cannot help but gain 
in creative power. They see proof that they can 
spark if they will. They become baptized into a 
habit which can help them in their careers and 
in their private lives as well.” 

Ideas have moved mountains; they can also 
move merchandise. A means of producing ideas 
which has proved successful in many enterprises 
seems worth a try. Zee 
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THE FINEST IN PRECIOUS GEM JEWELRY 
Jt 











NY 


FOR. OVER 
20 YEARS 






Now offering an 
expanded line of 
new and original 
designs in precious 
gem jewelry of 
exceptional 
character. 


Inquiries Invited 


Geo. Schuler & Co., Inc. 


ASSOCIATED WITH PREFORMED PARTS, INC. 
On Bedford Road in Pleasantville, N.Y. 

















SELLING ANY CANES LATELY? 


When a customer puts you on a ‘“‘spot’’ by 
asking if you sell canes, do you know where 
toturn to meet his request? The easiest way 
for you to locate a cane supplier is to turn to 
page 89 of the JC-K Jewelers’ Directory Issue. 
This way, you'll identify a cane supplier, you'll 
nige the customer happy and you will save 
a Sale. 








CULTURED 


| CHARLES ZUCKER Guzme : 


Sage op CULTURED 


NECKLACES 
ALL GRADES — ALL SIZES 


CHOKERS 
LOOSE e BLACK PEARLS 


V200 





OF 


¥4 PEARLS ALWAYS A LARGE 
MABES STOCK ON HAND 
NEW YORK | 580 FIFTH AVENUE 
CITY OFFICE { Telephone: Plaza 7-9250-51-52 


74,2 CHOME YAMAMOTO-DORI 
JAPAN OFFICE } IKUTA-KU, KOBE, JAPAN 


CABLE ADDRESS: PEARLSGLOW, N. YI. 





121 








SEA-LINE 


The Watch With the Bright Future 


A Complete Line ot Siar 
Quality Watches , ‘ Vi 


— : 


°Self-Winding = § 


\ 


e Waterproof &Sport Simms | : 
e Diamond Watches 


A wide assortment of styles, fé 
tures and price ranges to choos 
from. Make your profit picture™ 
brighter... Today write for further — 
information and price list. 


SEA-LINER WATCH CO. 


31 WEST 47™4 ST... NEW YORK 36, N. Y. 
COlumbus 5-6920 


My f Ms, Wy y 
4 Wid) 

‘7 SUI ij / 

4 WW; Lofif 





ORIGINAL OF YOUR 
fos 8 O% customers 
Gm HAVE OLD WATCHES! 


GUIDE THEM TO AN “ORIGINAL 


TREASURE DOME ie‘ 


® NATIONALLY ADVERTISED ® PROVEN SALES 


Everlasting, breok-resistant crystal clear 
dome with base in choice of ebony, me- 
hogeny or blonde polished hardwood. 
Makes sentiment practical . . . an heirloom 
watch becomes a useful, modern timepiece. 
(Bring old watches out of hiding . . . 
create extra repair jobs.) 

AVAILABLE AT YOUR JOBBERS on write $4.00 

BEATTY MFG. CO., 7424 Senta Monica Bivd.., Hellyweed 46, Colif. KEYSTONE 
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CHRISTMAS WINDOW VARIATIONS 
(continued from page 83) 


Once the New Year has dawned, promptly clear 
away every ornament and scrap of tinsel and 


_ face the world with a really new and fresh look 
| for 1961. 


A display unit such as the one illustrated here 


| (from W. L. Stensgaard and Associates, Inc., 346 
_N. Justine St., Chicago 7) permits considerable 
| display variations without disruption of the en- 
| tire window. The shadow box unit can be used 
_ with the Nativity figures that come with it, or the 


figures can be removed and other decorative 
motifs used in their place. Backgrounds can also 














E. Christmas still life — candle, carol book, holly. 


be changed, and the unit can be used with any 
amount of merchandise on display. 


Photograph A—Gold and white Nativity shadow 
box is half-round, 30 in. wide, 24 in. high and 
1314 in. deep. Frame opening is 2314 in. by 1714 
in. Frame and background are vacuum-formed 
plastic, dry-brushed in gold. Holy Family figures 
are 14 in. high, reinforced composition finished in 
soft flat white. Straw is dry-brushed in gold. 
Complete unit (No. 5810) sells for $49.50. Holy 
Family figures alone are $12.95 a set. Both are 
available from W. L. Stensgaard & Associates, 
Inc. 


Sketch B—The shadow box with the Nativity 
figures can be used for the week between Christ- 
mas and New Year as a prestige display without 
merchandise. An evergreen swag is hung over it. 


| Clusters of candles flank the shadow box and an 
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open book with a hand-lettered Christmas mes- 
sage on its pages is used in the foreground. Holly 
branches are used with the book and around the 
candle bases. 


Sketch C—Here, large, plain Christmas tree 
ornaments are suspended from the ceiling of the 
shadow box, painted or decorated to suggest the 
heads of various members of the family. A copy 
ribbon reads—“Gifts for all the Family.” <A 
spray of evergreen tied with ribbon and deco- 
rated with ornaments may be used on top of the 
shadow box and tree ornaments hung from the 
window ceiling. 


Sketch D—Nativity shadow box unit used with 
a dignified merchandise arrangement. Arch 
forms are cut from heavy paper or cardboard 
and tacked to the background or they may be 
painted on no-seam paper background. Star cut- 
outs are scattered across the background. In us- 
ing any Christmas material with a religious 
theme, care should be taken that the merchandise 
display is simple and in good taste. 











F. Shadow box as merchandise display, with gift 
wrapped packages and miniature tree. 


Sketch E—This arrangement in the shadow box 
could be used either with a merchandise arrange- 
ment or as a prestige display. An open book of 
Christmas carols is shown in :ront of an over- 
size Christmas candle and a spray of holly. 


Sketch A miniature Christmas tree and tiny 
gift wrapped packages make a simple but effec- 
tive grouping in the shadow box for a merchan- 
dise display. Very unusual and decorative minia- 
ture trees are available from the florists at this 
time of year. @aee 
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to enhance your reputation 
as a quality jeweler — 
feature the leading 
nationally advertised brand | 


7 SIMULATED PEARLS 
Oy’ CULTIQUE SIMULATED PEARLS 
> CULTURED PEARLS 
">\X BEAUTIFULLY GIFT PACKAGED 


C 


sold thru 
jewelry 
wholesalers 


write for catalogue 


PEARLS BY DELTAH INC., PAWTUCKET, RHODE ISLAND 
Sales Office: 9 Rockefeller Plaza, N.Y. C- 


SIAMESE 
SETS THE 
SCENE - - - - 


CHARM BRACELET $6.00 


Designed on both sides. Keystone 


PENDANT NECKLACE 
Designed on both sides 


$5.00 


Keystone 


HAND CRAFTED STERLING SILVER 


Dramatic and exotic fashions from, Siam . . . truly appeal- 
ing to persons of taste. Niello finish of jet black combined 
with delicate engravings. WRITE TODAY FOR NEW 
ILLUSTRATED CATALOG SHOWING THE COMPLETE 


LINE. 
iam ensels te. 


Write to: 
Importers 
373 No. Beverly Drive, Beverly Hills, Calif. 





Carefree children’s 


tableware 1n 
Solid Stainless 
by Oneida 


Free Merchandiser Display gives you a 
complete children’s stainless department. 
Sells a wide variety of child and baby sets 
in Oneidacraft* Premier Stainless and 
Oneidacraft* Deluxe Stainless. 


New Junior Set! All the easy-care 
features of stainless and melamine 

now combined in popular-priced 

sets. The Junior Set—3-piece 

Oneidacraft Deluxe Stainless in 

Accent* pattern, plus break-resistant 
bow! and plate in Oneida* melamine with 
colorful clown decoration. 


The Younger Set—baby spoon and fork 
in Accent, plus melamine bowl in 
Oneida melamine. (Selling idea: 
Promote the Younger and Junior 

Sets together as gifts for a// 

the small fry in the family.) 


All are gift-boxed, carry the 
Parents’ Magazine seal, are 
pre-priced for self-service. 

Call your Oneida distributor today! 


ONEIDA @ 
SILVERSMITHS 


Heirloom* Sterling Community* Silverplate Community* Stainless 
1881 @ Rogers @ * Silverplate Tudor Plate Oneida Community* 
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"EATING ,« Fun 


Fem 


\  WERVOWE’ 


+ 
; A Migr yal / 
5 2 a a j 


S. gouip sTaiHLess 
0 4 _ ». 








*Trademarks of Oneida Ltd., Oneida, N. Y- 
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Oak handles enhance Spode Herring Hunting, 
carried in stock in New York only in 10” plates, 
tea cups and saucers. Plates, $4.50 each; tea 
cups and saucers, $5.70 each. From Copeland & 
Thompson, Inc., 206 Fifth Ave., New York. 


Modern treatment of leaves in two shades of 
green ornament “Allegro” earthenware. Price 
for 45-pc. service for 8 is $39.95. This is one of 
a series of 12 new patterns. From American 
Commercial Inc., 212 Fifth Ave., New York. 


This 13” canape has removable inserts and 
footed “dip” bowl. Added to full open stock for 
holiday merchandising of Christmas Tree din- 
nerware line, canape retails at about $16.75. 
From Bertson House Ltd., 212 Fifth Ave., New 
York. | 
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Bjornwiinbald designed this German crystal gob- 
let that has the cuttings engraved with a copper 
wheel. Retail, |. to r., juice, $6; water, $7.50; 
wine, $6.50. From Rosenthal Glass & Silver Co., 
225 Fifth Ave., New York. 


Outstanding pattern in the Webb Corbett crys- 
tal line is “Leonore,” with rich cuttings of tra- 
ditional beauty. Goblets retail at $5.25 each. 
From Camden Hall, 49 W. 23rd St., New York. 


125 





TWO EXCITING NEW PATTERNS 


WILL BOOST YOURS 


GUIDING STAR 


COLONIAL TIPT 











i 
' 


choice of seven lovely 


Yes ... here are 
two Stainless sales 
boosters. Two 
striking new pat- 
terns, Guiding 
Star and Colonial 
Tipt, have been 
added to the 
Stegor line — 
making seven 
winners that sell. 
Be well stocked, 
contact your fa- 
vorite wholesaler 
as listed. 


Stegor patterns 
start as low as 
$12.95 retail for 
16-pc. service 


for 4. 


Contact Your Franchised 
Gorham Wholesaler 
THE GORHAM COMPANY 


ieale lela PLL UEY ele, 


PROVIDENCE 7, RHODE ISLAND 


plastic tray supplied 
with 16-pc., 24-pc., and 
50-pc. sets. 


FREE 


. colorful new 











Atlanta, Georgia 

Ewing Brothers 
Sommers and Sommers 
Boston, Massachusetts 
1. Alberts’ Sons, Inc. 

K. A. Murphy Co. 

E. H. Saxton Company 
Buffalo, New York 

H. Poiner, inc. 
Charlotte, North Carolina 
Southern Watch Supply Co. 
Chicago, Illinois 

Boas Sons, Ltd. 
Cincinnati, Ohio 

Harry Greenwold, 
Wallenstein-Mayer Co. 
Cleveland, Ohio 

The A. H. Ficken Company 
J. H. Gross & Company 
Dallas, Texas 

Wm. R. Katz Co. 

Detroit, Michigan 

The Gorenfio Company 
Eimira, New York 

A. Winkelstein, inc. 
Houston, Texas 

Taylor & Company, Inc. 
Kansas City, Missouri 
Franklin Bros. 
Lancaster, Pennsylvania 
Saul L. Soiomon & Son 
Louisville, Kentucky 
Geo. Katzman Co., Inc. 
Los Angeles, California 
Friedman-Gessler Co. 


JEWELERS 


CIRCULAR-KEYSTONE 


Y 
TEGOR SALE 


BY GORHAM 


the aristocrat Of stain/ess 


patterns 








Memphis, Tennessee 
Chas. C. Cason Company 


Milwaukee, Wisconsin 
H. P. Johnson Co. 


New York, N. Y. 
Enzeeco Distributors, Inc. 
S-K-L Company, Inc. 


Philadelphia, Pennsylvania 
Jos. B. Bechtel & Co. 


Pittsburgh, Pennsylvania 
The Samuel Weinhaus Co. 


Portiand, Oregon 
Butterfield Bros. 


Providence, Rhode Island 
Page-Walker Co. 


St. Louis, Missouri 

Eisenstadt Mfg. Company 

Wm. H. Mahne Silver Co. 

San Antonio, Texas 

B. M. Hammond Co., Inc. 

San Francisco, California 

Edward Elefant & Co. 

E. H. Harlow Company 

Scranton, Pennsylvania 

George Phillips Co. 

Utica, New York 

George J. Tapper Company 

Wichita, Kansas 

Roberts Wholesale 
Distributors 


Silverplated Flatware is 
also available thru 
your wholesaler 
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Airy, open look of gold leaf circles new “Crest- 
mont” china with burnished overgold edge. One 
of six new patterns, it retails at $16.50 for 5- 
piece place setting. From Fondeville & Co., 149 
5th Ave., New York. 


Natural flower and geranium-foliage colors 
enrich “Richmond,” floral pattern in Catherine- 
shaped Queen’s Ware earthenware. Retails at 
$9 per place setting. From Josiah Wedgwood 
& Sons, 24 E. 54th St., New York. 


Yellow, rose and green on delicate pink en- 
liven burnished gold scalloped edge of “Rosalie” 
in Franconia fine china. Retail, $13.95 per place 
setting. From Herman C. Kupper, 39 W. 23rd 
St., New York. 
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Three additions to Coin Glass pattern, origi- 
nals of which are museum pieces, are 10” footed 
vase, $6.50 retail; 3-pc. smoker set, $4.50 retail; 
5” ash tray, $2.25 retail. From Fostoria Glass 
Co., Moundsville, W. Va. 


Greek design captured in soft grey on 
“Olympus,” with each three plates in the setting 
offering a different scene. English bone by 
Tusean retails at $17 per place setting. From 
Ebeling & Reuss Co., 5th and Locust Sts., Phila- 
delphia. 


Elegant “Black Pheasant’ Worcester china 
now available in a set of four ashtrays, cigarette 
holders, boxed to retail for $17.50. Timed for 
holiday merchandising, this gift item is from 
Royal Worcester Porcelain Co., 11 East 26th 
St., New York. 





Customers look for 


‘ 


THE 
SILVER 
LINING 


Silver specialist Charles H. Crosman and customer. 


They find it in a jewelry 
store which keeps its sterling 
sales on the rise through 


heavy emphasis on display 


® WHAT THE EYE SEES, the heart desires; what 
the heart desires, the pocket book will, in most 
cases, find some way of justifying as an ex- 
penditure. 

This primary law of retailing can be seen in 
operation in countless jewelry stores. Neverthe- 
less, since it still seems to elude some jewelers, 
it is worth restating, with an example in upstate 
New York. 

The example is W. C. Crosman & Son, Jewelers, 
of Auburn, N. Y., who have increased their ster- 
ling sales year after year since World War II 
by making customers conscious of silver im- 
mediately they enter the store. 

“You cannot look anywhere in any direction 
in our store without seeing silver,’ says Charles 
H. Crosman, manager. 

‘“‘A customer is first confronted with silver in 
our windows,” he goes on. ‘“‘We always have 
silver in our windows as the primary display 
theme or to accent or harmonize with other 
items.” 

Six of the store’s eight old-fashioned wall cases 
are devoted solely to silver flat- 
ware and silver hollowware. 
Two of the silver-laden cases 
flank the entrance. Passing 
through them, one is led by a 
solid wall of silver to the bridal 
department in the rear of the 
store. 

This consists of a_ sit-down 
silver flatware table, and a wall 
case of place setting displays. 
An open-shelf display of silver, 
crystal and china continues in a 
semi-circle around the back of 
the store. 

“We are fortunate,” says 
Charles Crosman, “in having 
many of the best lines of na- 
tionally advertised silver, crystal 
and china. ... Naturally this is 
an advantage which we press 
with constant advertising, to let 
prospective brides know that 
here they can choose from the 

widest possible selection. We also point out that 
at Crosman’s they can choose all three at one 
time, thus correlating them for perfect harmony. 
Choices are recorded in our bridal register.”’ 

From these labors, plus the heavy emphasis 
on display of sterling come annual breakdowns 
of flatware sales typified by the following 
recent year: 95 per cent sterling, four per cent 
stainless, one per cent plate. 

With such a record in sterling it is little wonder 
that Charles Crosman admits to optimism as he 
contemplates the forthcoming bridal boom. & & & 
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JEWELER STARS ON TV 

(continued from page 100) 

on his TV shows). For several years he has held 
forth on the merits of silver, china and crystal in 
day-long sessions at Miami Senior High School 
and Coral Gables Senior High School. He got 
into public speaking by accident, substituting for 
one of his sales women who normally handled 
the lectures. 

Some idea of the program format which Seg- 
hers follows can be had from his program for 
this Fall: 

Sept. 8—Diamonds. Examples of rough mate- 
rials and illustrations of the process of mining, 
sorting, etc., with explanations of some of the 
technical terms used in buying and selling. 


Sept. 15—Wedding rings and wedding cus- 
toms. The origin and history of wedding rings; 
examples from a world famous ring collection; 
explanation of manufacturing processes. 

Sept. 22—China. Differences between pottery, 
earthenware, fe'dspar china and bone china ex- 
plained; pictures and descriptions of the various 
manufacturing steps; description of the earliest 
utensils from prehistoric times. 

Sept. 29—Gold and jewelry manufacturing 
techniques; difference between hand made jew- 
elry and castings. Explanation of different karat 
alloys, with examples. 

Oct. 1—Diamond mining, with colored slides. 

Excerpts from Seghers’s fan mail follow: 

‘*... We always tune in ourselves and sometimes 
call up friends, who we think are likely to be in- 
terested. The jeweler’s art has so universal an 
appeal that it would seem difficult to find anyone 
who would not find pleasure in a presentation of 
its various facets.” 

A Fort Lauderdale housewife wrote: “. .. I 
am most interested in your very wonderful pro- 
gram and feel that it is an artistic as well as 
practical achievement... .” 

From Homestead, Fla., came this encomium: 
“After watching your program for several weeks 
I wanted to write and tell you how much our fam- 
ily enjoyed the program and how much informa- 
tion we gained each time. We do think the time 
allotted is much too short and we just get really 
interested and then the time runs out and we 
have to wait for another week.” 


E. A. Baumel, manager of the Coral Gables 
Chamber of Commerce, sounded a note that should 
ring in the ears of all jewelers: “. . . I can think 
of no better form of institutional public relations 
than such a program. You can be sure the time 
and effort in preparation and presentation are 
well appreciated. A pity more businessmen don’t 
take the time to explore their work as you do.” 

i om 
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PEOPLE PREFER 


CLOCKS 


THAN ANY OTHER , 
ELECTRIC CLOCK BRAND aE 


—— wd 
a or AAD 


According to the Starch Marketing Data Service, consumers 
prefer General Electric clocks 7 to 1 (or more) over any other 
electric clock brand. 


Brand D 
Brand E 
Brand F 


GENERAL ELECTRIC ..73% 
Brand B 


YOU GET MORE TO SELL IN A GENERAL ELECTRIC CLOCK 
...AND YOUR CUSTOMERS GET MORE THAN TIME! 





This preference makes sense when you consider that General 
Electric offers the greatest variety of clocks. These quality 
clocks are pre-tested designs with extra features that con- 
sumers know through continuous advertising. It also makes 
sense to stock—and sell—the General Electric line. General 
Electric Co., Clock and Timer Dept., Ashland, Mass. 


Progress ls Our Most Important Product 


GENERAL @@ ELECTRIC 
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First 
... Stlver and 


. first in editorial influence, first in advertising 
pages,° first to spot and traci. a trend. For 
instance, see the article “How to Build a China 
Wardrobe’ in our October issue. It tells the best 
customers* * you ll ever have how to add interest 
to the table... and how to do it with more and 
better china, glass and silver. House Beautiful’s 
editorial concept enriches our readers’ lives and 
our advertisers business. That’s~why House Beau- 
tiful remains first, in every way, in the quality 
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[house beautiful 


Your Heritage from Frank Lioyd Wright 


wor 


aw nee 1960 Pag 


in China, Glass and Pottery 
Metalware 


home field. Ask your representative to tell you 
all about it. 


*First among all consumer monthlies in 1959, according to P.1.8. 
**Over 900,000 strong, according to Publishers’ Projection of average circulation 
for the last half of 1960 


House beautiful 


572 Madison Avenue, New York 22. New York 
One of 13 Hearst Selective Market Magazines 
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from General Electric... new ideas tor walls 
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af ‘in Heywood-Wakefield 
|. “mode. Cord, cordless. Colonist, 17° x33". # 











TRANSPARENT GLASS rim. Exotic! Cord- 1.) WMWORKCOF ART én linen, Gordiess, with, BAMBOO BOWL inspired by the Orient. 
type or cordless. La Ronde, 19” across. ue Y f : r i ¢ af e ae fe aM 1g te Brass bezel. Tropique, 1134” diameter. 





QUIET ELEGANCE of wreught iron scrolls MOSAIC CLUSTER on a rim. Brown, beige . ae EARLY NeW rudtiyea style. ihines pine 
Smart brass teim.. Cordura,.t3? x19" ~~. and white, too. Terrazzo, 14” acress. ene finish, Sugar and Spice, Ta" x 16 
General Electric Co., Clock and Timer Dept., Ashland, Mass. Progress ls Our Most /mportant Product 

You Get More to Sell in a General Electric Clock 


...and Your Customers Get More Than Time G E N E mR A L 96) E LE CT 4 I C 





H. L. RAPHAELSON, MANAGER 
of Ray’s Jewelry Company. 


EXTERIOR of Ray’s 
Jewelry Company. 


“Our CZlalonal Accounting System 
saves us ‘3,000 a year... 


returns 105% annually on investment 


“Our National Class ‘42’ Window 
Posting Machine has been a tremen- 
dous help to our jewelry business,” 
writes H. L. Raphaelson, Manager 
of Ray’s Jewelry Company. 

“The thoroughness of our Na- 
tional Accounting System has given 
us more positive control over ac- 
counts not only for ourselves, but 
for our customers as well. The effi- 
ciency of our National System reg- 
ularly saves us many bookkeeping 
hours and overtime. We might add 
that our National System is un- 
usually easy to operate— cutting 
training time down to a minimum. 


THIS NATIONAL SYSTEM paid 
for itself in less than one year. 


)?? 


—Ray’s Jewelry Company, Fairmont, West Virginia 


Moreover, National Service is ex- 
tremely prompt and dependable. We 
truly appreciate these efforts toward 
keeping our National System func- 
tioning properly all the time. 

“Our National Accounting Sys- 
tem saves us $3800 a year... returns 
105°% annually on investment. In 
fact, we would not be without this 
machine even if its cost were five 
times what we paid for it.”’ 


Manager of 
Ray’s Jewelry Company 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 76 YEARS OF HELPING BUSINESS SAVE MONEY 


Your jewelry business, too, can benefit 
from the many time- and money-saving 
features of a National System. Na- 
tionals pay for themselves quickly 
through savings, then continue to re- 
turn a regular yearly profit. National’s 
world-wide service organization will 
protect this profit. Ask us about the 
National Maintenance Plan. 

(See the yellow pages of your 

phone book.) 


*TRADE MARK REG. U. 8. PAT. OFF. 


ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS 
nce paper (No Carson Reauined) 
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The sparkling attraction of a window display of 
Silver City sterling on crystal is a sure-fire 
traffic booster in any store. Enthusiastic 
customers are quickly sold. 


And Silver City’s policy of moderate pricing with 
a full mark-up guarantees greater profits 
as well as sales. 


Profit with the line that sells. 


ck: 


SILVER CITY GLASS CO., INC., MERIDEN, CONN. 
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There's copper, nickel, zinc and silver. To one degree or 
another, these metals, either singly or in combination, give 
gold the properties that make it exactly right for your prod- 
uct and production methods. 

Knowing what's right for gold has been an activity at 
Handy & Harman for more than 50 years...50 good 
reasons why, when you order gold from us for a specific use, 
you get a specific gold: White Gold, Red Gold, Yellow Gold 
in a range of karats, shapes, forms and gauges to meet every 
particular need. 

Pintong Wire? Snake Chain Gold? Earring Wire? Watch- 
case Alloys? Ring Stock? Yes, indeed, all these and more, 
for drawing, spinning, stamping, machining. 

You name it—we ve got it. What's more, if youd like, we'll 
be glad to suggest a gold that might make your product 
better (while it makes it easier) than the gold you’re now 


using. 


A NOTE ON REFININGS—The same particular attention is 
paid to what we refine as what we produce. That’s why 
your sweeps, scrap, polishings, solutions, sludge, etc., make 
more for you when you send them to us. So, take no chances 
at all, send your next refining lot to Handy & Harman. You'll 


be ahead. 


Your No. 1 Source of Supply and Authority 
on Precious Metals 


HANDY & HARMAN 
General Offices: 82 Fulton St... New York 38, N.Y. 
Distributors in Principal Cities 


NEW YORK 36, N.Y. BRIDGEPORT 1 PROVIDENCE 3, R. I. 
44 West 46th St. CONNECTICUT 425 Richmond St. 


CHICAGO 22, ILL. CHICAGO 2, ILL LOS ANGELES (EI Monte) 
1900 West Kinzie St. 55 E. Washington St. 330 N. Gibson Rd. 


OAKLAND 12, CALIF., 600 16th St. CANADA: 141 John St., Toronto 2B 





“MIGNONETTE® 
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Outstanding. 


THIS NEW LUNT PATTERN 
ALREADY A PROVEN BEST SELLER! 





From all parts of the country...see comments below 
...reorders confirm that ‘““Mignonette” is the 
outstanding Sterling pattern of 1960! Many stores 
report that ‘“Mignonette” is the top choice of 

their brides this vear. 

Not only is this pattern off to the fastest:start we've 
seen in years, but dealers tell us it’s the kind of a 
pattern that will continue to grow in their store. 
“Mignonette’’, they say, appeals to women of all ages 
the young girl, the bride, the older married. Of special 
‘consumer interest are the beautiful, generously-sized 
Serving Pieces. More wedding gift sales for vou! 


LUNT will back up this brilliant Sterling Success with 
strong National Advertising throughout@the Fall. Special 
displays are available for you, plus newspaper 
advertising. Keep “‘Mignonette” front and center in 

your cases, in your displays, in your advertising. Here’s 
anew winner and you will want to share its success. 


3 ““MIGNONETTE... BEST of the recent quality flatware designs.’’ 
Richard S. Shreve 
, President and General Manager 
SHREVE, CRUMP & LOW CO., Inc 
Boston, Mass. 





sk “MIGNONETTE...A CLASSIC IN ITS FIELD— 


very popular with our spring brides.’ , 
Bernard J. Doris eevee 
DORIS JEWELERS 

Augusta,-Ga. / 


ok. ““MIGNONETTE could be A REAL WINNER with us— 
ya dlale Mi eli-lactMelolailatliolahy appealing.” 
Pauline L. Schoenlaub 
Sitver Buyer 
FRANK HERSCHEDE CO., Inc 
’ Cincinnati, Ohio 


* “MIGNONETTE SHOWS REAL PROMISE in the field of 
greatest flatware volume.”’ 
Edwin A. Grebitus, Sr. 
President 


EDWIN A. GREBITUS & SON 


Sacramento, Calif. — 


The 6-pc. Place Setting $39.75 incl. tax 





STERLING 


Specialists in Sterling Silver only 


LUNT SILVERSMITHS + GREENFIELD, MASSACHUSETTS 


Several items in our special Christmas 
shipment. Gilded wrought iron angel can- 
dleholder, made in Spain from large can- 
dle snuffers; retails $5.95. Gilded wrought 
iron Christmas tree with convenient can- 
dle sockets, made in Spain; retails $14.95. 


introducing 


y PARADE 


THE PERFECT 


JEWELRY #2 


EVERY MONTH WORLD GIFT PARADE REACHES OUT INTO THE WORLD AND SENDS YOU 
THE OUTSTANDING IN GIFTS. A WEW MERCHANDISING APPROACH, WORLD GIFT 
PARADE IS TAILOR-MADE FOR SOLVING YOUR PROBLEMS WITH ‘‘MINIMUM-SHIPMENT, 
SOPHISTICATED GOODS."" YOU RECEIVE AN APPROXIMATE $50.00 ASSORTMENT OF 
MERCHANDISE A MONTH, AND, WE GRANT EXCLUSIVE FRANCHISES. 


DON'T MISS OUR CHRISTMAS MERCHANDISE; WRITE FOR FREE FOLDER 
WORLD GIFT PARADE, Dept. JCK, 150 5th Ave., N. Y. 10, N. Y. 











CASH for your 


Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, new or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 
able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 


Reference: Dun and Bradstreet 














The First National Bank of Memphis 








Julius Goodman 


& Son 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 














Oielslsla Flaten Cl El Flac lleme Clhacs 


by Jerry Gewirtz 
JC-K Gifts Editor 


(ood Design Promotion 
Can Help You Sell 


@ IMPORTANCE OF GOOD DESIGN as a background 
for good living is the theme of the Second Annual 
National Interior Design Month, a promotion that 
began on Sept. 18 and will continue through 
Oct. 18. Sponsored by the National Society of 
Interior Designers, the promotion provides an 
excellent springboard for retailers in all areas 
of home furnishings and accessories. 

Though it may be too late to obtain the plenti- 
ful point-of-sale aids this group makes available 
at cost, the thinking behind the promotion can 
be copied now and right through the period pre- 
ceding the holidays. Good design as a theme to 
weave into all of your merchandising is timeless! 

Specific promotional aids can be obtained from 
the Society at 50 East 57th St., New York, and 
at a nominal cost. The ideas, most important of 
which we cite below, are free and can be co- 
ordinated with the month-long promotion or long: 
after the deadline has passed: 

Use the Design Month slogan: “Why Wait— 
Let’s Decorate Enjoy Your Home, Enjoy 
Your Office, Now!” 

Have special shows (of new products) for your 
customers. 

Organize decorator clinics. This in the case 
of the retailer could be translated into selecting 
one sophisticated salesperson who gets the title 
of consultant and can help prospective customers 
coordinate color, pattern with home decor. 

Contact art organizations and arrange co- 
operative efforts. Many of the fine china and 
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Simply Superb! Simplicity with a capital ‘S.”’ ee a Wallace ‘first’ that assures the loveliest lustre 


This is North Shore—setting an exciting new on the market. Heavyweight, graded, solid stain- 


trend in stainless style...and in your sales. Clean- : wre «oa less steel is crafted the Wallace way —for perfect 
lined and streamlined, North Shore is a happy om oe = balance and uniformity in every piece. All this plus 


marriage of traditional and modern...witha , : : * Smart-set packaging. Stock up now with this 





bright new touch: new Deep Glo finish, another newest sales leader—North Shore by Wallace! 


ce for 6 only $24.95 retail in monogram c! 


VVALLACE w STAINLESS 


A DIVISION OF WALLACE SILVERSMITHS AT WALLINGFORD, CONN. SINCE 1835 
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Spode 


DINNERWARE It's prompt on all orders. 


but in emergencies (even specials ) it's yust short 
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“PALLADINA” 
One of 
FRANCONIA’s 
Best Selling 
Dinnerware 


Patterns! 


Platinum trimmed pure white translucent china. Fluted 
Gadroon border overlaid with Platinum in the form of 
panels of dainty blossoms constrained within Platinum 
bands. Graceful shape of “Palladina” contributes to its 
popularity, too. 


To be nationally advertised in November issue of 
House & Garden. 


5 pe Place Setting—S13.95 (slightly higher South & 
West). 


W rite for pamphlet listing open stock pieces and prices. 


FRANCONIA CHINA— 


“One of Europe's Finest’ imported by 
Herman C. Kupper, Inc.—39 W. 23rd St., N. Y. 10 
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glass companies will lend you illustrative mate- 
rial, samples and exhibits for display at a local 
museum or’bank. 


What Sells Giftwares? 


Because it has been demonstrated that dinner- 
ware can help sell gifts, Lenox has designed a 
number of new Georgian pieces that can be 
carried not only in the china department but in 
the gift department as well. Merchandising aids 
and the classic Georgian styling and carved effects 
emphasize this point. 

In line with jewelers’ increasing interest in 
giftware departments, Lenox invited leading re- 
tailers to give their own comments on why gift- 
ware sales have been successful for them. Said 
Paul Lavender of Zell Bros., Portland: 

“We believe the story for the success of gift- 
ware is the same as dinnerware: finest quality 
product; sales aids in the form of material and 
display racks. a 

From Richard Shreve, of Shreve, Crump & 
Low Co., Boston: “In our particular operation, 
the quality name sells... .” 


TAR MATERIAL: Black, Starr in New York City, 
S again wins accolades for a window display 
that promotes a new 7-piece decorator service, 
consisting of coordinated dinner plate, teacup and 
saucer, water goblet, sterling knife, fork and 
teaspoon. The second floor of the store has many 
examples of this new place setting concept. What 
it does in essence is take the uncertainty out of 
coordinating china, crystal and flatware and 
quickly moves the customer into plus sales. It 
deserves copying. 


HE “ARTS OF DENMARK” exhibit, scheduled 

from Oct. 15 through Jan. 8 at New York’s 
Metropolitan Museum, will be opened by King 
Frederik and Queen Ingrid of Denmark on 
Oct. 14. 

There will be thousands of items on display, 
from museums, private collections, etc. For the 
contemporary section, comprising half of the 
exhibit, leading Danish craftsmen have created 
representative metalwork, ceramics, porcelain, 
silver and glass. The exhibition, comprising 
Danish arts and crafts from 8000 B.C. to the 
present, will subsequently tour other major U. S. 
museums including those in Chicago and San 
Francisco. 

Among the many contemporary lines to be 
shown will be Holmegaard Crystal, available for 
sale in the United States through Svend Jensen 
of Denmark, Inc., Rye, N. Y., and AJ stainless 
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The Lullaby line of baby 


sterling silver gifts 

is setting sales records. 
Get your share of 
profits on these fast- 


moving items now. 


FREE! 

Display 
with any 

assortment 
at dealers’ 
cost of 
$59.32 

net or 
more. 





23” long 
x 14” wide 
8%” high 


Record Cup 
$8.95 


Keystone Prices 


LULLABY STERLING... made by the Gorham Mfg. Company, Providence 7, Rhode Island 


Contact your Franchised Lullaby Wholesaler 


ATLANTA, GA. CINCINNATI, OHIO KANSAS CITY, MO. NASHVILLE, TENN. SALT LAKE CITY, UTAH 
Ewing Brothers Harry Greenwold, Wallenstein- Franklin Bros. C. B. Peterson Co. S. H. Clausin & Co. 
Sommers and Sommers, Inc. Mayer Co. 
y LANCASTER. PA. NEW YORK,'N. Y. SAN ANTONIO, TEX. 


BINGHAMTON, N. Y. CLEVELAND. OHIO Enzeeco Distributors, Inc. B. M. Hammond Co. 
C. E. Rinker Co. j. W. Gress & Company Saul L. Solomon & Sen S-K-L Company, Inc. SAN FRANCISCO, CALIF. 
Friedman-Gessier Compan 
Standard Jewelry Company DALLAS. TEX. ~~ pany jos. B. Bechtel & Co., Inc. SSeerge Phill 4 
BOSTON. MASS wm. R. Katz Company LOUISVILLE, KY. PITTSBURGH, PA. atu 
, Alberts’ Sons inc George Katzman Co., Inc. The Samuel Weinhaus Company SPOKANE, WASH. 
K. A Murphy co. DETROIS, MICH. MEMPHIS. TENN PORTLAND, ORE. S. H. Clausin & Co. 
E. H. Saxton Co. ee Charles C. Cason Co. ers cwenntag "Bene & Cubemh, ine 
ELMIRA, N. Y. PROVIDENCE, R. I. , , 
wp ~~ ya A. Winkelstein, Inc. wet Page-Walker Co. UTICA, N. Y. 
H. Polner, Inc. L. Luria & Son, Inc. ICHMO George J. Tapper Co., inc 
HOUSTON, TEX. RICHMOND, VA. . - ° 
CHARLOTTE, N. C. , MILWAUKEE, WIS. Ri . 
Southern Watch Supply Co., Inc. Taylor & Company, inc. H. P. Johnson Co. ia Ut pete egy Supply Co. “Se D.C 
CHICAGO, ILL. INDIANAPOLIS, IND. MINNEAPOLIS, MINN. Eisenstadt Mfg. Company WICHITA, KAN. 
Boas Sons, Ltd. Baidwin-Miller Co. S. H. Clausin & Co. Wm. P. Mahne Silver Co. Roberts Wholesale Distributors 
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intel, 


RING OF THE MONTH 


See your wholesaler today and join the 
thousands of retailers already profiting 
from thi (oa Seller. 

‘ 


/ 
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Ziancll | Goldstein- Gerson co..inc. 
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130 WEST 46th ST. © NEW YORK 36, N. Y 
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Start-Iler-Necklace of 
“Orienta”’ Cultured Pearls 





LEYS, CHRISTIE & CO., INC. 


65 Nossauw St., New York 











flatware by Millard-Norman, Cincinnati. Above, 
Per Lutken, Holmegaard art director, scrutinizes 
collectors’ items on display at the Danish exhibit. 


HE FIRST two monthly winners in the Royal 

Worcester Sell-and-Tell contest were an- 
nounced by the Royal Worcester Porcelain Co., 
11 East 26th St., New York. They are Mr. Ted 
Kruger of the Kruger Jewelry Co., Midland, Tex., 
and Mrs. John E. Jenkins of C. F. Reuschlein, Inc., 
Huntington, W. Va. Winners receive cash awards 
for their stories on “How I Made a Successful 
Royal Worcester Sales’ and become eligible to 
win an all-expense trip for two to England... . 





The C. R. Gibson Co. of Norwalk, Conn., pub- 
lisher since 1872, recently opened its new air- 
conditioned showroom at 225 Fifth Ave., New 
York. ...A color certificate has been presented 
to Oneida Silversmiths by House & Garden maga- 
zine. The certificate permits Oneida and all its 
dinnerware dealers to use the House & Garden 
color names and the phrase “House & Garden 
Colors” in all advertising or promotion. 


P gers BRYAN has been appointed president 
of Josiah Wedgwood & Sons, Inc. of America. 
Mr. Bryan was formerly sales manager of the 
parent, 10l-year-old company. 
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Reflect the 
Personality 
of Your Store 


in Your 


Es BE 


complete store 


programs—or from many individual 


designs and accessories. Our gift 


lllustrated package from the 


TIE-TIE Exclusively Yours collection wrapping specialists will show you. 


CHICAGO PRINTED ® § STRING COMPANY 


2300 LOGAN BLVD., CHICAGO 47, ILLINOIS 


Mfd.in Canada by Ribbon Fabrics, inc., Riviere des Prairies, Quebec 





| and suddenly The Lark 
Reed & Barton's 


newest sterling design 
soars into first place 


within three months 
of is introduction in 
the heed & barton line 


Reed «& Barton, Taunton, Massachusetts + Silvermasters since 1824 












































A New Idea! Indoor-Outdoor Maxi- 
mum-Minimum Thermometer shows 
the highest and /owest outdoor temper- 
atures since last reset, plus the present 
temperature. Also shows indoor tem- 
perature. Solid mahogany, brass finished 
trim. * 5323, $19.95. 


Cage PRS Mops 





Suburban Indoor - Outdoor Ther- 
mometer shows indoor and outdoor 
temperature from inside, also indoor 
elative humidity. Mahogany case, 


gold-finish trim. * 5338, $11.95. 
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(GOOD READING 
for you 


and your customers! 


Big page ads in pre-Christmas issues of Sports Illus- 
trated (full page) and Holiday Magazine (Junior 
page) will display a whole bagful of profit-making 
Taylor gifts. The ones most popular with your 
customers are shown below. Be sure you take ad- 
vantage of Taylor’s wide acceptance and year- 
round advertising. It'll pay off with more sales, 
more profits, at Christmastime or any time. Taylor 
Instrument Companies, Rochester, N. Y., and 
Toronto, Ontario. 





Window Thermometer. Deluxe dial 
type model, weather-proof Plexiglas 
case; decorative simulated wrought- 
iron bracket. Red and black #5345 
(blister pack ) $2.88. Black with hand- 
some gold trim, * 5346 (Special gift 
box ) $3.50. 


“Statesman” Pendant Barometer, 
newest and most handsome version of 
Ambassador STORMOGUIDE* Combination features an always-popular traditional style, 
clean contemporary styling. Hand-rubbed solid ma- makes a very elegant gift. Genuine sol- 
hogany case trimmed with burnished brass bezel and id mahogany case, 2172"’x7}4”’; pol- 
base. Predicts weather, gives temperature and humid- ished brass finial and bezel. Recessed 
ity. ¥2574, $15.95. thermometer tube. Smaller bottom di- 
al for relative humidity readings is a 
Rec. U.S. Pat. Of. plus feature. * 2496, $25.00. 


aylor [nslruments 


MEAN ACCURACY FIRST 
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The last of the 
long-necked 


DUST 
FLICKERS 


ay farewell to old 
fuss-and-feathers—he’ll soon 
be as extinct as the Dodo. For 
now there’s a better way to dust. 
Cleaner, quicker, healthier. 


It’s new “‘Scotcu”’ BRAND 
Dusting Fabric, the duster that 
won't scatter dust around! 


This soft, scratch-free fabric 
catches up dust and holds 

it in thousands of tiny trap-like 
pores. Leaves no lint, 

no oily film. 


Thrifty 30 yard roll gives you 60 
generous dusters. Ask the boss 

to order “‘Scotcn”’ BRANpD Dusting 
Fabric today from your 
“SCOTCH” BRAND Tape supplier. 
Try it—and you’ll never dust 

the old-fashioned way again! 











**SCOTCH’’ IS A REGISTERED TRADEMARK OF 3m CO. 














Mune GD 


TVAnuracturinG company 





+++ WHERE RESEARCH IS THE KEY TO TOMORROW 
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MAJOR CHANGES FOR THE RETAIL JEWELERS OF AMERICA, INC., were announced Sept. 30 
by President Maurice Adelsheim, Jr. Administrative office will be moved back 
to New York from Washington, although a liaison of some kind will be main- 
tained at the national capital. 
JAMES C. LUCAS BECOMES RJA VICE PRESIDENT NOV. 1, Succeeding Bernard N. 
Burnstine. Lucas, 54, has been in association work since 1936 (Ohio State 
Council of Retail Merchants, Maine State Merchants Association, American Re- 
tail Federation and, since 1955, executive vice president of Associated 
Retailers of Indiana). Managing director of Indiana Jewelers Association 
for six years, Lucas served two terms as chairman of RJA's Advisory Council. 
GEORGE C. AND EDWARD L. GAYOU, who run the big Shoe Fair at Chicago and the 
American National Broadcasters’ show, will manage RJA‘'s shows in New York, 
Chicago and Los Angeles. The Gayous, long recognized among America's top- 
flight show specialists, operated the National Jewelers Association shows in 
Chicage from 1946 to 1958. Their offices are in St. Louis. 
AUG. 6-10 IS DATE FOR RJA'S 1961 WALDORF SHOW. Chicago show, planned for the 
Mid-West region, will follow sometime in August. 


ANDREW LEREDU, 54, PRESIDENT OF NEW YORK LOCAL 1, International Jewelery Workers 
Union, died Sept. 24. His widow, Pauline, and two daughters survive. 











A TEST CASE TO SEEK EXCISE TAX EXEMPTION on So-called "Gellman" type sales by retail 
jewelers has been filed in the U. S. Court of Claims. R. D. Worrell Jewelry 


Co. of Mexico, Mo., represented by Philip E. Hoffman, counsel for the 
Jewelry Industry Tax Committee and the Retail Jewelers of America, iS asking 
for refund of excise tax paid on jewelry sold for the purpose of merit or 
Service awards. Wholesalers or manufacturers do not have to collect tax 

en such sales. Retailers do. Court is not required to hear Worrell case. 


RETAIL JEWELRY SALES WERE DOWN one per cent in July from July 1959 and off 15 per 
cent from June of this year, according to U. S. Department of Commerce 
figures, which are not adjusted for seasonal variations. 


INDUSTRIAL DIAMOND OUTPUT IN THE CONGO HAS COME TO A HALT as a result of existing 
chaos there. DeBeers Consolidated Mines, Ltd. Says stocks are ample to 
meet current demand rate for several months. Kasai Province in the Congo 
normally produces two-thirds of world's output of natural industrial stones. 
General Electric Co. says it could easily meet U. S. need for industrials 
by stepping up output of its synthetics. 


REACTION OF JEWELRY MANUFACTURERS AND RETAILERS to proposed revision of excise tax 
regulations was strong enough to warrant public hearings, held by the In- 
ternal Revenue Service Sept. 15 prior to drafting final form for rules. 


PRESIDENT EISENHOWER VETOED THE IMPORT LABELING BILL which would have required 
imports re-packaged in this country to be clearly marked with the country 
of origin. The President said the bill, favored by domestic jewelry 
manufacturers, conflicted with one of his key foreign policy aims, the 
reduction of unnecessary trade barriers. 


HOW COMPANIES ARE DOING--Hamilton Watch Co. reported net sales in the quarter ended 
July 31 increased to $8.7 million from $6.2 million during the same period 
a year ago, but net income dropped to $185,436 from $207,695. For the six 
months ended July 31 the company earned $476,109 compared to $457,076 
during the corresponding period in 1959 .. . Philco Corp., for the 53 
weeks ended July 3, had net income of $6,721,000 . .. Reliable Stores 
Corp. had net earnings of $164,521 in the quarter ended July 3l. 


IMITATING LEADING SWISS WATCHES led to the arrest of eight Japanese in Tokyo 
last month. They were charged with violating customs, trade mark and 
commodity tax laws. 
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for that extra dimension in time... 


Sea The extra dimension that Zodiac 

brings to watchmaking is care. This A eaco har of Popular, 
. ; aterproof* 

care shows up in many ways... in the OL ip ZODIAC Sea Wolf 


precise craftsmanship that gives true pint’ iarscton: sm ecetialaes 
meaning to the words accuracy, preci- 
sion and dependability . . . in the ex- 
quisite artisanship that brings new 
sparkle to the words style and beauty. 


For these reasons more and more 


Tested to a depth of 660 ft. 17 jewel, 
anti-magnetic, self-winding, shock-resist- 
ant precision movement with radium 
blocks and hands on black or white dial. 
Unbreakable lifetime mainspring and crys- 
tal. Sweep second hand, movable bezel, 
rustproof stainless steel case with new 
and exclusive matching band. 


ZODIAC Ovaliure 


Exquisite new oval case with ultra-giam- 
orous gold-filled safety-catch bracelet. 
17 jewel, shockproof precision movement 
with lifetime unbreakable mainspring. 


people are discovering the exceptional 

merits of owning a Zodiac —more and Sy hehe olameeS 

more dealers are finding new profit A bold new design featuring a fine flor- 
: ‘ , : entine finish on both golden dial and 

horizons in selling price-protected, na- ond. 26 ale siting wate. 57 Tenet, 

tionally advertised Zodiacs. 


self-winding, shock and water resistant* 


movement with lifetime unbreakable 
oy the name for automatic watches 


mainspring, radium hands and markers. 


"as long as case is unopened, crystal intact. 


For exclusive franchise information and catalog, write 


ZODIAC WATCH COMPANY 


15 West 44th Street, New York 36, N.Y. : 


' 
) 
[AN OFFICIAL WATCH OF THE SWISS FEDERAL RALLWAYS| 
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Vast irgest. HeECTIO! SPuaranteed; preci 
' + rye ‘ a ee th . 
"codes nen D ’ 1456 DY Wont en 


F: ttery 12-15 
“mont “a WWanaale)epamer-hed-1@ mmeigi<ia no unsightly cord 


BATTERY CLOCKS - 


O 





933. AB or NDG No. 3998'$33., N 
$33., MG or WDG va a ee 14” x 8%" 
231%" x 144%" 19%" x 15'% No. 3884 $40., ND 


-20%'' x 145%"" 











Ta ' 








No. 3281 

No. 4089 ten. 

$39.95, Black, 

Turquoise, MGD 

st 34” x 16" 

: ( e il $50., MG or WDG 
22'' Diam. 








Mell cveMaalesi-tanl cial comedl lel actal icicle miele Gn cetcli 
high fashion styling correlated to ensemble 
with other Syroco wall accessories 


8-DAY CLOCKS © 


No. 3787 
$32., MG or NDG 
25'' x 10%"" 


No. 3283 $32. MG or WOG 
19°’ Diam. 


No. 3181 $50., MG or WDG 
25 


Diam. 


No. 3986 $40., MG or WDG 
22°’ Diam. 








‘ 
Q \ 
> 
> 
— 


=< 


; 4 No. 3080 

No. 4085 (Min. order 12) $32., oe 

$24.95, Black, Walnut, MGD 
221," Diam. 


SCULPTURINES 


No. 2690 A&B 
$20. pair, 

MG or VB 

13'%"’ high 











agai elalelialoae) e) [oh eoike Me-laa@e-lel-Te)t-]e)[-mce 

all styles of decor; many uSes—on console and 
coffee tables, in curio cabinets, as centerpieces 
No. 3991A&B 


$20. pair, 
MG or VB 


No. 3992 $13. pair, 
MGD or ND. 

Use as figurines 

or candle holders. 
6'%"' high 





offers the jeweler the 
widest possible choice of 
styles (many designs 
not shown) in 8-day and 
battery-powered wall 
clocks. Deep-carved 
SyrocoWood cases, 
resplendent in -hand- 
applied, decorator finishes, 
impart an exclusive dis- 
tinction. Together with the 
new series of Sculpturines, 
they comprise an impres- 
sive group of decorative 
accessories with proven 
sales appeal. Designs by 
Harry Laylon. Suggested 
retail prices shown are 
slightly higher in West. 
The minimum initial order 
for new accounts is $100. 
Catalog on request. 


PERMANENT SHOWROOMS 


NEW YORK : 

225 FIFTH AVENUE 
CHICAGO 

1526 MERCHANDISE MART 
LOS ANGELES 

1011 FURNITURE MART 


DALLAS 
269 HOME FURNISHINGS MART 


HIGH POINT 

281 SOUTHERN FURNITURE 
EXPOSITION BUILDING 
SEATTLE 

PACIFIC NORTHWEST 
FURNITURE MART 





FINISHES 





MG METALGOLD 

WDG WHITE decorated GOLD 
AB ANTIQUE BRASS 

NDG NUTMEG decorated GOLD 
N NUTMEG 

ND NUTMEG decorated 

VB VERDIBRONZE 

MGD METALGOLD decorated 

















SYRACUSE ORNAMENTAL CO., INC. () DEPT. JCO () SYRACUSE 2, NEW YORK 


WRITE FOR 1960 
CATALOG 
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Watch association urges retailers to join 
fight against smuggling of movements 


The American Watch Associa- 
tion has asked retail jewelers to 
join the fight against smuggling 
which brings up to two million 
Swiss-jeweled watch movements 
into the U. S. market annually, ac- 
cording to AWA estimate. 

Valued at two to eight million 
dollars, this illicit trade costs the 
government one and a half to six 
million dollars in tariff losses 
yearly. Thomas G. Duncan, who 
heads a special customs rackets 
squad in New York, placed watch 
movements as high on the smug- 
gler’s list of profitable items as 
diamonds and narcotics. 

What does the smuggling prob- 
lem mean to the retailer? Spokes- 
men of the AWA, Customs Bureau 
and Swiss manufacturers said this 
about it: 

S. Stanley Moser, of the AWA’s 
anti-smuggling committee, calls 
smuggling “the most important 
evil in the jewelry business to- 
day.” He points out that even 
small amounts of smuggled 
watches are harmful to the indus- 
try because they establish a mar- 
ket with prices below those which 
must be maintained for legally im- 
ported watches. 


Swiss Interested 

Swiss manufacturers are con- 
cerned, too, says Paul A. Tschu- 
din, director of the Watchmakers 
of Switzerland, because smuggling 
“... has a very great detrimental 
effect on the price structure of 
the market and the quality and 
reputation of the Swiss watch as 
a whole.” 

The retailer who knowingly han- 
dles smuggled watch movements 
is, in the long run, hurting him- 
self, Moser commented. 

A more present danger is the 
possibility of apprehension by the 
customs authorities. Lawrence 
Fleishman, supervisor of U.S. cus- 
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toms agents in New York, noted 
that possession is enough for con- 
viction if it can be proved that 
the goods are smuggled. This ap- 
plies equally to those who know- 
ingly buy or sell such goods. Pen: |- 
ties can range from a fine up to 
$5000 or up to ten years in prison, 
or both. 

The AWA, which thus far has 
received little help from retailers, 
is now directing further efforts to 
obtain their support. 

In addition to its own anti- 
smuggling committee, the AWA 
has organized an industry-wide 
committee, which includes customs 
and Swiss representation. The as- 
sociation has also hired investiga- 
tors of its own. The information 
they turn up is passed on to the 
government. 


Wants Agreement Altered 

The Association is also plan- 
ning to seek a change in the U. S. 
trade agreement with Switzerland 








MILLION DOLLAR CROWN: Dr. 
James J. Boutross of the Empress 
Pearl Syndicate in Los Angeles crowns 
Stella Marquez (Miss Columbia) as 
Miss International at Long Beach, 
Cal. The crown, appraised by its de- 
signer, Dr. Boutross, at one million 
dollars, is made of solid gold and 
platinum and contains over 100 pearls. 


in regard to the importer’s identi- 
fication symbol required on all 
movements imported. The AWA 
would like the agreement to call 
for only die-stamped symbols. 
Smugglers are now able to scratch 
a symbol on a movement after it 
reaches this country. The smug- 
glers usually perform this opera- 
tion hastily and amateurishly, 
permitting metal filings to fall 
into the movement. 

Tschudin, however, indicated 
that the Swiss would oppose this 
change to the treaty because any 
cancellation’ of stamped orders 
would harm smaller manufacturers. 


The Swiss government will do 
all it can to prevent smuggling, 
Tschudin said. “Since the AWA 
and the Watchmakers of Switzer- 
land have approached the Swiss 
government to seriously consider 
the problem, there is an aware- 
ness and a desire to combat it.” 


One measure is being put into 
effect now, at the request of 
Fleishman. The export permit, re- 
quired for each shipment of move- 
ments to the U. S., will now ac- 
company the shipment in transit 
instead of going to U. S. customs 
officials by way of the U. S. con- 
sulate in Switzerland. Another 
copy will go in the old manner, 
providing a comparison between 
the movements which left Switzer- 
land and those which were legally 
imported into the U. S. 

Another recent Swiss law, 
Tschudin said, enables the govern- 
ment to investigate shipping com- 
panies’ books. It is believed that 
certain Swiss shipping companies 
are involved in the smuggling 
process. 


How Smugglers Operate 


According to AWA sources, the 
movements, usually containing 17 
or more jewels, are originally ob- 
tained in Switzerland by a smal! 
group of “operators” who seek 
out “the lowest quality 17-jewel 
that can be made.” 

Most of these are brought into 
the U. S. from Mexico, dispersed 
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to large cities and distributed by 
a number of small operators. 

Tijuana, Mexico, near San 
Diego, Cal., is currently the most 
active border crossing point, Dun- 
can said. Using specially con- 
structed hidden compartments in 
automobiles, the smugglers cross 
the border in the crush of race- 
track traffic there. 

“The problem is a continuing 
thing,” Fleishman explained. “As 
fast as we catch up with one, 
there’s a new one cropping up. 
We are dealing with some very 
sharp operators, not ordinary 
criminals.” 

Fleishman said smuggling oper- 
ations are carried out by individ- 
uals or small groups. They are 
“very proficient and apparently 
well financed.” 

Watch smuggling, which has in- 
creased since 1945, has become an 
acute problem in the last 10 years, 
the AWA _ says. The customs 
agents seize “many thousands” of 
movements each year. 

The smuggled movements are 
sold to retailers at 10 to 20 per 
cent below the price which legiti- 
mate importers must pay for such 
merchandise. This has _ forced 
many “old line’’ importers out of 
business entirely, and some, Moser 
said, turned to “doubtful” sources 
of supply themselves. 

Moser urged retailers to “know 
their sources and check the sym- 
bols on the watches they receive. 
It is the duty of every retailer and 
importer to report any knowledge 
of smuggled watches to the proper 
authorities. In doing so, he will 
help save his own industry.” 

“The thing we run into all the 
time,” said Duncan, “is unwilling- 
ness from the industry to give in- 
formation. Whatever they hear 
can be of help. We will meet any- 
body anywhere anytime.” 


Jewelry store course 
scheduled for January 


New York University - Bulova 
school will hold its 21st jewelry 
store management and merchandis- 
ing course Jan. 16-27. 

Applications may be obtained 
from S. Grant Conner at Bulova 
Watch Co., Flushing 70, N. Y., or 
from R. E. Westervelt, 100 Wash- 
ington Square East, New York 3. 
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Three gift and jewelry shows in Dallas 
attract thousands of Southwest jewelers 
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AT THE MARKET CENTER: Some 160 exhibitors displayed their wares in 
258 exhibit spaces in the new Market Hall building at the Dallas Market Cen- 
ter Gift and Jewelry Show. Market Hall opened for the first time in July, 1960. 


Thousands of Southwest jewel- 
ers did their fall buying from more 
than 500 exhibitors at three Dal- 
las trade shows during the first full 
week in September. 

Attracting jewelers from as far 
away as Hawaii, Canada and 
Mexico were the Allied Gift and 
Jewelry Show at the Hotel Adol- 
phus, the Dallas Gift Show at the 
Baker Hotel, Sept. 4-8, and the 
Market Center Gift and Jewelry 
Show, Sept. 3-9. 

Operators of the Market Center 
reported “‘heavy sales” and a 25.7 
per cent increase in the number of 
stores attending. Exhibitors’ com- 
ments ranged from “no com- 
plaints” to “fantastic,” the Market 
Center management said. Buyers 
from 29 states registered. 

At a meeting Sept. 5 of diamond, 
watch, precious and costume 
jewelry, china and silverware ex- 
hibitors, plans were announced for 
a new mart to be constructed at 
the Market Center for use during 
future shows. The building will 
house about 450 exhibitors and 


will use rooms rather than booths. 


Richard W. Reiner, a partner in 
Gildemeister Jewelers in San An- 
tonio, was elected president of the 
Texas Jewelers Association at its 
54th annual convention at the 
Adolphus Sept. 4. The convention 


honored H. Wes Johnson, founder 
and president of Allied Exhibitors 
of Los Angeles, sponsor of the 
show at the Adolphus. 

The Tola Tumbleweeds, an as- 
sociation of Southwest jewelry 
salesmen, held their semi-annaul 
meeting Sept. 3 and elected Ray- 
mund §S. Teguns of Dallas their 
president for 1960-61. 

Other officers elected, all of Dal- 
las, were: Arthur Harris, first 
vice - president; Joel McLendon, 
second vice-president; M. E. Wolfe, 
secretary; and Kenneth Weil, trea- 
surer. New directors are: Harlan 
Saubert, Wally Freiberg, Jack 
Koerner, Jim Valentine, George 
Klepien, A. I. Miller, Streeter 
Moore, John Havlir and Bill Grin- 
nell. 


United Jewelry Show 
expects 300 exhibitors 


Charles C. Bulkley, manager of 
the United Jewelry Show, Oct. 28- 
Nov. 4, expects that about 300 
jewelry manufacturers will exhibit. 

The 18th semi-annual show, for 
jewelry industry wholesalers, will 
be held at the Sheraton Biltmore 
Hotel in Providence. 

Exhibitors will occupy over 166 
exhibiting rooms, the largest space 
used in a spring show since 1954. 
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World’s Largest Manufacturer 


of Quality Transistors 


PRESENTS TWO REVOLUTIONARY NEW 
CONCEPTS IN TRANSISTOR RADIOS 


The Decorator Styled 
7-Transistor, Two Speaker 


RADIO 


THE FIRST PROGRESSIVE ADVANCE IN 
RADIO DESIGN IN OVER 30 YEARS... 


Model 7TH-425 


Now, for the first time, a radio that gives an 
added touch of elegance to every home decor... 
and a new thrill in listening enjoyment. Can be 
mounted anywhere. living room, den, kitchen, 
offices, etc....no cords, plugs or wiring necessary. 
Operates on 4 “D” cell batteries that give up to 
500 hours playing time. Beautifully finished in 
Black or White, both with rich gold trim. 11%” 
in diameter. 





Complete with batteries and 
mounting bracket 69.95 


NATIONALLY [=n 
AD VER TISED Ney / TRANSISTOR RADIO ENSEMBLE 


sc ees oe a i. It’s a Shirt Pocket Size Portable 
ee Our Kick- in the | soca See 2. It's a Battery Operated Table Model 


Saturday Eve. Post, 3. It’s an AC Operated Table Model 


Full Page In Color i gy THE RADIO (Model 7TP-303) 7 transistor shirt- 
: | pocket size portable with self-contained speaker. 

OCTOBER 22, 1960 ISSUE Complete with 3-penlite batteries, earphone and 
39.95 


Plus Multiple Other Insertions in 5 2 leather carrying case ; 
LIFE, PLAYBOY, ESQUIRE AND ie SS 

: . —/f — SPEAKER BOX (Model 3WX) WITH AC CONVERTER 
ee See ae: Sern “peek Ve 4” speaker, three “D’’ cell batteries 19.95 


For 1960, Toshiba’s Fall national 
ee ae pes a Shirt pocket size portable fits perfectly For Complete Information 

ag iy ig ai : into speaker cabinet compartment for , 
deo ae cee ee ves 06 Sebip enadel..ealions-epteateal and Literature Write Dept. JC-10 
greater values. or AC current. All Prices Quoted Are Suggested List 





Exclusive U.S. Representative for Toshiba Transistor Radios 


TRANSISTOR WORLD CORP. 52 BROADWAY, NEW YORK 4, N. Y. 
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EXPERIENCED: 
A total of 96 
years experience 
in the watch in- 
dustry is shared 
by, from left, 
Gordon Howard, 
Elgin; Ray War- 
ren, Bulova; and 
Robert Gunder, 
Hamilton. The 
three men are 
at the Jewelry In- 
dustry Council’s 
directors meeting. 


POLITICAL PEARLS: The Demo- 
crats’ donkey and Republicans’ ele- 
phant, outlined in cultured pearls on 
a pair of gloves designed by Imperial 
Pearl Syndicate, face each other 
around the dome of Imperial’s $250,- 
000 model of the Capitol building in 
Washington, D. C. The model bringing 
the two political party mascots to- 
gether is Pat Hughes. The cultured 
pearl studded gloves were worn at the 
New York jewelry show in August. 


J¢-K 
Photo 


Report 


GOLD -PLATED CAPSULE: Presi- 
dent Eisenhower holds an American 
flag carried in the Discoverer XIII 
satellite capsule, the first man-built 
object retrieved from orbit. Both the 
Discoverer XIII and XIV _ capsules 
were plated with Sel-Rex Corp. bright 
gold to provide maximum heat reflec- 
tivity and emissivity, protecting the 
delicate instrumentation carried in the 
capsules against the temperature ex- 
tremes of outer space travel and re- 
entry. Standing behind the capsule are 
Gen. Thomas D. White, Air Force 
chief, and Col. Charles G. Mathison, 
who directed the “capsule chase”’ since 
the first Discoverer launching. 
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MINIATURE FERRARI: Heuer 
Timer Corp. of New York is sponsor- 
ing a nationwide tour of this exactly 
detailed duplicate of a Grand Prix 
Ferrari racing car. The model, built 
to a one-third scale, was made for 
Heuer by the Ferrari factory in Italy. 
It will be shown by jewelers in over 
30 cities as a focal point for a local 
window display of Heuer sports tim- 
ing equipment and watches. First stop 
on the tour for the brilliant red car 
was the Madison Ave. corner show- 
room of Abercrombie and Fitch in 
New York. 


PRIZES: Ruth Rhea, 
Miss Washington, 
D. C., received from 
Kahn - Oppenheimer 
Jewelers Inc. of 
Washington a Co- 
lumbia diamond 
ring, a six-piece set- 
ting of Heirloom 
sterling and a Bul- 
ova Watch. 


COFFEE BREAK: 
Diver Bob Ingolia 
relaxes with coffee 
in a bottle during 
underwater demon- 
stration of Medana 
500 waterproof 
watches in a five- 
foot tank at the RJA 
trade show in New 
York. 











WATCHMAKERS STAFF: Newly 
enlarged Watchmakers of Switzerland 
staff of regional merchandising direc- 
tors confer on plans for Swiss quality 
watch promotions to be put in effect 
between now and Christmas. These in- 
clude special market campaigns in- 
volving participation in their respec- 
tive areas by local jewelers in TV and 
radio advertising now being run na- 
tionally by The Watchmakers of 
Switzerland. Also available are re- 
tailer tie-in plans with the organiza- 
tion’s two-page “shopping guide” ad 
in Sunday newspaper supplements in 
November. Regional directors, from 
left, are: J. Edward Jackle, metropol- 
itan New York and Philadelphia; Al- 
vin Rudnick, New England; John Low- 
land, Mid-Northwestern; Robert West- 
over, West Coast; Mortimer A. Kirsch- 
ner, national director; Samuel Yeager, 
Middle Atlantic; Jack G. Barker, 
South; and Joseph R. Liszka, Midwest. 
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IF 
YOU... 


Inspected jewelry-store watch 
repair departments from coast 
to coast. 


Sent a three-page detailed 
questionnaire to several hun- 
dred well-known jewelers. 


Consulted materials houses 
and wholesalers of equipment. 


Corresponded with a dozen 
trade repair houses and com- 
pared their prices. 


Had day-long interviews with 
other repair department 
heads... 


CHANCES ARE you could make 
more profits from your repair de- 
partment. But this would be quite 
a job, and few of us would have 
time to do it. A simpler way would 
be to find out from someone who 
did. Bill Scheibel, for example, 
who authored ‘‘How to Make More 
Profits from Your Repair Depart- 
ment”’ for JC-K. Now, his entire 
report is available in a 32-page 
illustrated booklet. 


To get your copy, send $1.50 
to Jewelers’ Circular - Keystone, 
Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 














Radioactive ruthenium 
traced in jewelry 


The Atomic Energy Commission 
has found radioactive ruthenium 
106 in certain alloys used in the 
manufacturing of rings and ring 
settings. 

An immediate check revealed 
that the quantities of the metal 
were small enough to present “no 
health problem for individual 
wearers of any of the _ rings, 
mountings or settings involved.” 

AEC will not attempt to recover 
any of the items containing the 
substance. However, manufactur- 
ers who have stocks of the material 
are being required to dispose of it 
in accordance with Commission 
regulations. 


AEC has been unable to discover 


the source of the contaminated 
metal. Radioactive ruthenium is a 
man-made by-product of atomic 
fission. 

This was the second time in 
recent months that the AEC has 
found radioactive material in 
jewelry items. In the first case 
certain imported watches were dis- 
covered to have luminous dials 
containing strontium-90. 


Tarnish-stopping ‘skin’ 
created for hollowware 


Hard on the heels of Tiffany’s 
announcement of a tarnish-proof- 
ing coating for sterling hollowware 
(JC-K, September issue), came 
word of a like-purpose product 
from Union Carbide Corp. 

Tiffany’s process was. undis- 
closed. Union Carbide’s, launched 


AFTER TWO YEARS: Only half of 
the surface was silicone-treated. 


by accident ten years ago when it 
was observed that a certain class of 
compounds prevented metals from 
corroding, rusting or tarnishing, is 
called “an organo functional sili- 
cone.” 


Extensive Tests Conducted 


Bonding tightly and invisibly 
with silver, the silicone layer is 
about 1/10,000 of an inch thick. 
Hcllowware so treated, Union Car- 
bide says, “will not peel in use or 
in continual washing in a dish- 
washer.” A three-year test pro- 
gram indicates that silicone-fin- 
ished silver hollowware is impervi- 
ous to coffee, melted cheese, horse 
radish, mustard, pickles, vinegar 
or other foods which often dissolve 
lacquer or resin coatings. 

Treated sterling hollowware, 
Union Carbide believes, will sell in 
larger volume because it may be 
displayed in the open air; finger 
marks may be easily wiped off with 
an ordinary cloth. 

Fisher Silversmiths, Inc., 383 
Fifth Ave., New York, is distribut- 
ing silicone-treated hollowware to 
some of its retail customers. The 
articles sell for 10 to 25 per cent 
more than similar untreated wares, 
depending upon the value of the 
merchandise. Other silver com- 
panies are aware of the silicone 
finish, Union Carbide says. 


Lighter imports in '60 
run ahead of last year 

Over 12 million more cigarette 
lighters were imported in the first 
half of 1960 than in the same pe- 
riod of 1959, a 71.4 per cent in- 
crease. 

The lighter import figures were 
released by the consumer durable 
goods division, business and de- 
fense services administration, U. 
S. Department of Commerce. 

From January through June 
1960, a total of 2,488,596 dozen 
lighters valued at $4,571,026 en- 
tered the U. S. In the first six 
months of 1959 there were 1,451l,- 
592 dozen imports valued at $3,- 
155,699. 

Less than 1 per cent of the light- 
ers imported in 1960 were valued 
at over $5 per dozen. 

In 1960 Japan accounted for ap- 
proximately 85.3 per cent of quan- 
tity and 92.1 per cent of value of 
all lighters imported. 


JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 1960 





| 


SSS 


+ 


A 





a 























ai 
Be! 


|| Parker 45 
Set 


JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 1960 








Parker 61 
Presidential 
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A unique collection 
of key-profit merchandise 
for jewelers 


Parker pens and sets are, of course, 
traditional favorites for Christmas 
giving. Practical! Lasting! Smartly- 
styled! And bearing the prestige 
name in writing! 

This Christmas Parker offers jew- 
elers a brilliant array of pens and 
sets featuring the lavish “golden 
look.” Gifts to be spotlighted in 
broad national advertising, including 
a full-color spread in LIFE (Dec. 5) 
plus a variety of reminder ads in 
other leading publications. An active 
spot TV schedule, too. 

Never before has the Parker fran- 
chise held such promise of surging 
profits! The “Golden Series” brings 
you: 





Parker 45 Cartridge Fountain Pen 
in gleaming electro-plated gold at 
$8.75 and $10, sets priced at $14.75 
and $18.75 (illustrated) 


Parker 61 Sets —The Insignia, 12K. 
Gold-Filled, at $45.00 and the mag- 
nificent Presidential (illustrated) 


resplendent in 14K. Gold, $225.00 


_ Parker International T-Ball Jotter 

* in rich electro-plated gold at $8.75; 
Insignia Set (illustrated) $17.50. 
Ultra-smart 14K. Gold Presidential 
Set, $150.00 


Parker Imperial Jotter, Electro- 
plated Gold Finish, $3.98; with 
matching Mechanical Pencil, $7.95 
Parker 
international 


All beautifully 
gift-boxed 


Parker 
Imperial 
Jotter Set 


>The Parker Pen Company 
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State of the Jewelry Business 





Business statistics cause conflicts among economic forecasters 








IMPORTS % change 
July from Jan.-July 


1960 July 1959 1960 
WATCH MOVEMENTS (units) 

0-1 jewel 472,893 
2-7 jewels 86,677 — 23.0 
8-15 jewels 1,401 —80.7 23,032 
16, 17 jewels 483,603 —3.4 3,264,076 
over 17 jewels 1,713 —19.2 8,575 
all movements 1,046,287 —16.4 7,292,348 


DIAMONDS 
uncut, by carats 
uncut, by value 
cut, by carats 
cut, by value $6,794,539 


CULTURED PEARLS $943,642 
IMITATION STONES $475,862 


3,375,426 
621,239 


—24.8 


— 58.0 774,006 
—49.9 $50,912,368 
—13.5 486,056 
—15.2 $46,996,937 


+23.2 $9,033,540 
$3,206,00 


97,286 
$6,783,912 
65,391 


% change 
Apr.-June ‘from Apr.- 
1960 June 1959 1960 


AMOUNT COLLECTED $32,583 +4.0 $96,384 
(add 000) 


EXCISE TAXES 


% change 
July from Jan.-July 
1960 July 1959 1960 
135,000 +4.7 862,000 
370,000 


VITAL STATISTICS 


MARRIAGES 
BIRTHS 


% change 
August from Jan.-Aug. 
1960 Aug. 1959 1960 
CASH JEWELERS 8 oe 89 
INSTALLMENT JEWELERS 2 ‘“ 23 
WATCH REPAIRERS 0 : ee 0 
1 
6 


FAILURES 


WHOLESALERS 14 
MANUFACTURERS 


WHOLESALE JEWELERS 


SALES JULY 1960 


% change 


JULY 1960 from 


Jan.-June 


—2.1 2,381,000 


of, change 
from Jan.- 
July 1959 


+7.1 
—11.3 
—12.9 
+12.2 
—10.2 
+7.3 


—10.3 
—6.5 
—6.8 
—6.0 


+17.5 


% change 
from Jan.- 
June 1959 


+6.7 


o% change 
from Jan.- 
July 1959 


+2.4 
22 


% change 
from Jan.- 
Aug. 1959 


—3.3 
—34.3 


DEPARTMENT STORE SALES 


% change 
from Jan.- 


July 1959 July 1959 


% change °% change 
from from 
July 1959 June 1960 


SALES —11 —10 
INVENTORY +2 +2 


FINE JEWELRY, 
WATCHES —8 
SILVERWARE, 
CLOCKS —8 


COSTUME 
JEWELRY 


(troy ounce, large lots) 


Mid-Sept. One Year 
1960 Ago 
SILVER $.91 3/8 $.91 3/8 
PLATINUM $82 
PALLADIUM $24 
IRIDIUM $75 


+3 


+5 








Jewelers prosper when times are 
good, are hit when recession binds 
the American economy. With their 
shelves now filling with gift stocks 
for the Christmas season ahead, 
jewelers are keeping a weather eye 
on general business conditions for 
some indication of how they may 
prosper in months ahead. 

Those who studied the nation’s 
business statistics in mid-Septem- 
ber, however, found a difficult pic- 
ture to evaluate. 

There were these glittering sta- 
tistics on the plus side: Total 
personal income in August was at 
the highest annual rate for any 
month on record. Americans re- 
duced their savings in the second 
quarter and stepped up their ex- 
penditures for consumer goods. In- 
dutrial production for August was 
only slightly below record highs. 
Total employment was higher than 
in any other August in history. 

On the negative side: Stock 
market prices hit new 1960 lows in 
September. Mutual funds’ sales of 
new shares in August were at the 
lowest level since December 1958. 
Steel production was at half-capac- 
ity. Railroad carloadings weak- 
ened. New orders. received’ by 
manufacturers in July dropped to 
their lowest level since November. 
Department store sales dropped in 
the first two weeks of September. 
Home building starts were slug- 
gish. A survey of middle-income 
consumers indicated cautious 
spending plans for the future. 

Economists abound with theories 
and predictions concerning’ the 
American business scene. One says 
the economy is now in a “settling” 
stage, but normal autumn gains 
will stall off any general slump, 
Some blame “election jitters” for 
consumer cautiousness. Most reces- 
sion forecasters predict a decline 
late this year or early next. Other 
economists insist there is no reason 
to expect a drop, even in 1961. 

Best guess for the months 
ahead: a national business level 
midway between the most optimis- 
tic and gloomy predictions, with 
local factors causing wide variance 
between individual retailers in dif- 
ferent sections of the country. 
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Complete memory book 
(} and photo album all in 
one! That’s the exclu- 

sive *Double Feature Gibson 

offers. All Gibson df "Memory 

Books feature beautifully litho- 

G938/3 graphed pages for recording re- 

membrances and details of the 

occasion...and double acetate 

0 sleeves for photos up to 8” x 10”. 
0 Mult-o ring or plastic spiral 


bindings allow extra pages to be 


added. 

Whatever the occasion— wedding, 
new baby, anniversary—display 
and suggest Gibson df* Memory 
Books... you’ll get 100% profit on 
each sale! Send for product bulle- 
tin or catalog today, Dept. JK-1910. 


with GIBSON (i): MEMORY BOOKS opin’: jorcet civson's top-vering 


line of snapshot albums, too! 
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Gibson Memory Books 
... don’t forget! 


Chore 


= = AND COMPANY 


he AN 





sail al * ae OR iO NG we. 





Norwalk, Connecticut 
Publishers since 1872 
N.Y. Showroom: 225 Fifth Avenue 
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Ohio RJA jewelry show attracts 1800; 
exhibitors say volume “very satisfactory 


Approximately 1800 jewelers at- 
tended the jewelry show sponsored 
by the Ohio Retail Jewelers Assc- 
ciation in Cincinnati, Sept. 4-6. 

Most of the 75 exhibitors at the 
show reported a “very satisfac- 
tory” volume of business, according 
to Clarence Moses, executive direc- 
tor of the Ohio RJA. 

Attendance at the show approxi- 
mated last year’s show in Cleve- 
land, which was down about 10 per 
cent from the 1958 event. 

The Ohio and West Virginia Re- 
tail Jewelers Associations held 
their conventions in conjunction 
with the show. Sam Galperin of 
Charleston was elected president of 
the West Virginia organization. 
Also elected were: Calvin Broyles 
of Charleston, secretary-treasurer ; 
and C. A. Duerr, New Martinsville, 
F. E. Andrews, Buckhamnon, Rich- 
ard McCormick, Charleston, and Al- 
fred Land, Bluefield, regional vice- 
presidents. The present Ohio RJA 
officers will continue to serve until 
January. 

A continuous showing of the Na- 
tional Jewelry Fashion Week film 
was featured at the show. Litera- 
ture and information concerning 
the national promotion was dis- 
tributed to jewelers viewing the 
film. 

Featured speakers at the conven- 
tion were Carroll Seghers, Coral 
Gables, Fla., jeweler, and Ed Wim- 


BUSY BUYERS AT OHIO JEWELRY 
satisfactory” volume of business at the Ohio Retail Jewelers Association’s 
annual convention and jewelry show Sept. 4-6 at the Netherland Hilton Hotel 
in Cincinnati. 
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mer, vice-president of the National 
Federation of Independent Busi- 
ness. 

Seghers presented an illustrated 
lecture describing the growth of 
his jewelry store and the promo- 
tional advertising he uses. He 
urged jewelers to emphasize the 
individuality of their stores. 

Wimmer told his audience to take 
an active part in preserving free 
enterprise and small business. More 
than 100 jewelers attended the two 
lectures, Sept. 4. 

About 80 persons attended a 
clinic on jewelry store operation, 
Sept. 5 The session resulted in an 
exchange of experiences between 
the five members of the panel and 
the audience. 


Pacific Jewelry Show 
called ‘highly successful’ 


“Highly successful” were the 
words used by both exhibitors and 
retailers to describe the 1960 Pa- 
cific Jewelry Show at the Hotel 
Biltmore in Los Angeles, Aug. 
28-30. 

The number of exhibitors in- 
creased 68 per cent over last year’s 
show, totaling over 80. Nearly 
2000 jewelers, a 50 per cent in- 
crease, registered at the show, in- 
cluding visitors from Hawaii, Cal- 
gary and Canada. 

The 1960 show was the third 


# 


SHOW: Exhibitors reported a “very 


oF 2 7A 

ADMARK SPONSORS FLOAT: 
Jenny Louise Thomas, Miss Tennessee 
of 1960, reigns aboard a float spon- 
sored by Admark, Philadelphia man- 
ufacturer of scarab jewelry, during 
the Atlantic City Miss America 
beauty parade Sept. 6. Miss Thomas 
wore a crown, belt, necklace and 
bracelets produced by Admark in 
scarab design. 





such event sponsored by the Cali- 
fornia Retail Jewelers Association. 
Exhibits were open from 9 a.m. to 
9 p.m., Aug. 28 and 29 and from 
9 a.m. to 7 p.m., Aug. 30. 

Special entertainment events 
scheduled for the evening hours 
were: Aug. 28, Fiesta Supper 
Party; Aug. 29, a group outing to 
a baseball game; and Aug. 30, a 
dinner meeting sponsored by the 
American Gem Society, Southern 
California Guild, featuring a panel 
discussion on “Your Future Gem 
Sales.”’ 

A drawing at the meeting for a 
Mexico City vacation for two was 
won by Louise Pieper of Sierra 
Jewelers in Bakersfield, Cal. 

A new feature at this year’s 
show was a hospitality and infor- 
mation center manned by represen- 
tatives of industry associations, or- 
ganizations and publications. 


Gem Institute publishes 
new diamond dictionary 


The Gemological Institute of 
America has published The Dia- 
mond Dictionary, in 317-pages. 

The GIA calls the work, pro- 
duced by its teaching and research 
staff, a “major first” in this field. 
Unlike the usual brief definitions 
of a usual dictionary, the GIA 
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| @) am @) 04 aC] | oe y+ oe 
Photo Charm In 3 Qualities 


PHOTO CHARMS S 


"Pictures of Loved Ones 


As Near As Your Charm Bracelet 





The COBB “Photo Charm” holds actual 
snapshot under crystal—name and date 
can be engraved on rear disc. Keeps pic- 
tures of loved ones at your finger tips. 

The COBB display — a proven, gift 
sales, money maker — now features six 
“Photo Charms” in 12 KT Gold Filled or 
Sterling Silver. Attractive small display 


on your counter creates greater impulse 
buying — delivers extra profits. 

New 14 KT Gold “Photo Charms” are 
individually packaged. Order now from 
your wholesaler. 

Quality Keystone Price 
Display 34 A— 12K Yellow GF $18.00 per display 
Display 35 A— Sterling 18.00 per display 
Item 34 (Sold singly) 14K YellowGold 14.85 each 


ble os wet CO = Bb Company 101 SABIN STREET 


PROVIDENCE 3, RHODE ISLAND 
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You'll swear your Benrus has nine lives, too! 
Styled for a new decade of elegance. Watches by Benrus...built to last...and last...and last! 
The movement is the remarkable 17-jewel or more Benrus movement which carries this 
Unconditional 3-Year Guarantee: It must run properly, or Benrus will repair it or replace 
it free and fast. To give...or to get...a Benrus is the present with BEN RUS 
the guaranteed future. At your jeweler’s today, from only $25.00. 


Unconditionally Guaranteed for 3 Years 
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says its book gives an expanded 
explanation and discussion for 
most of the terms. 

Covered are grading and evalu- 
ation, market controls, fashioning 
and cutting styles, properties, 
mines and mining methods and 
grading and testing equipment. 

Many industrial diamond terms 
and foreign words and phrases are 
also defined. The dictionary in- 
cludes a description of more than 
250 of the world’s large and not- 
able diamonds, illustrating many 
of them, and numerous photo- 
graphs and line drawings showing 
diamond imperfections and cutting 
discrepancies. 

Priced at $8.75, the book may 
be ordered from the Gemological 
Institute of Amercia, 11940 San 
Vicente Blvd., Los Angeles 49, 
Cal. 


RJA board suggests 


reduction of directors 


The board of directors of the 
Retail Jewelers of America has 
proposed to reduce the number of 
directors from the present 24 to 
18. 

The board unanimously voted to 
submit this suggested change in 
the bylaws to the RJA membership 
at a special meeting, with a mail 
vote available for those unable to 
attend. 

The board would accomplish the 
reduction by the election of six 
directors yearly instead of eight. 
The “A” and “B” director classi- 
fication, representing “cash” and 
“credit” stores, respectively, would 
be dropped. The board said there 
was no longer a clear cut line of 
demarkation between the two. 


Jewelry chain names 
manager to new post 


William Downey, manager of 
Darling’s Jewelry in Erie, Pa., has 
been promoted to vice-president in 
charge of stores’ operation for the 
S. A. Meyer-Darling chain. 

Downey will supervise the opera- 
tion of six of the chain’s 14 stores. 
The stores, known as the Darling 
group, are in Jamestown, Olean 
and Dunkirk, N. Y., and Warren, 
Meadville and Erie, Pa. The Erie 
unit, where Downey will make his 
headquarters, will be the training 
center for the operation. 
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Rhode Island jobs show 


increase over last year 


Employment figures in the Rhode 
Island jewelry industry show a 
1000-man gain over a year ago. 
The industry had 19,600 workers 
in mid-July. 

Figures from the Rhode Island 
Labor Department show a gain of 
500 workers from mid-June to mid- 
July. This increase is primarily 
seasonal, however. 

Despite the overall increase, em- 
ployment in 1960 is running be- 
tween 2000 and 2500 workers be- 
hind the 1952-54 level. 

Executives of some Rhode Island 
jewelry plants believe the present 
emphasis on beaded jewelry in the 
fashion picture is the cause of the 
drop in jewelry employment. Most 
beaded jewelry is imported, and 
arrives in the United States with 
most of the work completed. 

Spokesmen for some of the jew- 
elry firms believe that de-emphasis 
of beaded goods would cause em- 
ployment to jump to the levels of 
activity in the early 1950’s. 

Manufacturers report good de- 
mand for stone-set merchandise 
and for tailored goods. Gold-filled 
continues to show gains. 

In its employment report for 
July, the Rhode Island Labor De- 
partment said the jewelry indus- 
try had shown the greatest im- 
provement among that state’s in- 
dustries. 


AWI sends “‘package’”’ 
mailing to membership 


The American Watchmakers In- 
stitute is sending its membership 
a seven-part “package” mailing 
which includes membership cards 
and certificates, a decal and an 
emblem. 

Included in the package are a 
letter from John M. Farrell, AWI 
President; a decal; a pocket mem- 
bership card; a membership certif- 
icate; a master watchmaker certif- 
icate, when the recipient is en- 
titled to one; a lapel emblem; and 
a membership application blank. 

The AWI announced that its new 
membership application blanks 
were ready for distribution. It 
asked members to send for a supply 
and help the organization reach its 
goal of 10,000 members in 1961. 





With This Line- 
up Everyone 
Sees Benrus 


From now until Christmas, Benrus 
will run dramatic, full page advertise- 
ments in fourteen top national maga- 
zines. These. Benrus ads will reach 
over 120 million readers throughout 
the country. On Sunday, December 
11, millions more will see Benrus 
advertising on the “Wizard of Oz” 
television spectacular on over 200 
stations of the CBS-TV network. 
Customers, by the millions, reading, 
seeing and hearing about Benrus 
during the next 90 days! 


Here’s where we’re telling your 
customers about Benrus and 
the Benrus 3-Year Guarantee: 


LIFE - LOOK 
SATURDAY EVENING POST 
EBONY - ARGOSY 
FARM JOURNAL 
FIELD & STREAM 
GOOD HOUSEKEEPING 
LADIES’ HOME JOURNAL 
McCALL’S 
N. Y. TIMES MAGAZINE 
PARENTS’ AND 
BETTER HOMEMAKING 
SPORTS AFIELD - TRUE 
PLUS 
THE WIZARD OF 0Z 
T. V. SPECTACULAR 





BELFO RTE ...the only watch 
that speaks 23 languages 
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BELFORTE.. the only 17-jewel watch 


as low as *19.95 —sold and serviced around the world 


servicio garal 


We believe the Belforte Voyager series to be the world’s greatest 
watch value. And people on seven continents agree. 

Behind these handsome faces are fine quality, 17-jewel Swiss 
movements. Precision movements that are guaranteed for 
a full year! Ask your jeweler today to show you the only $19.95 
watches solid and serviced around the world. 








Men’s and women’s Belforte Voyager watches are beautifully 
gift-packaged. 


Men’s Waterproof Watch. Guaranteed waterproof*. Dustproof. Shock-resis 


tant. Unbreakable mainspring. 17 jewels. Sweep second hand. Luminous dial. 
Only $19.95 plus tax. 


Ladies Beauty Watch. Smart, youthful styling. 17 jewels. Yellow top. Only 
$19.95 plus tax. 


tS 


A SUBSIDIARY OF THE BENRUS WATCH COMPANY «+ 
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LA CHAUX DE FONDS - 


NEW YORK +- WATERBURY 
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Gordon’s buys Shain 
four-store chain 


Gordon’s Jewelers of Houston in- 
creased its chain to 80 stores when 
it bought the four-store Shain Jew- 
elers chain of Texas and New Mex- 
ico. 

Shain had stores in downtown 
and suburban El] Paso, and in Ros- 
well and Hobbs, N. M. 

Harry Shain, former owner of 
the Southwestern chain, will re- 
main as regional supervisor of the 
El Paso area stores. 

Gordon’s network of stores now 
covers Alabama, Arkansas, Florida, 
Louisiana, Mississippi, New Mex- 
ico, Puerto Rico, Tennessee and 
Texas. 

Before Christmas, Gordon plans 
to open stores in Northgate shop- 
ping center, El Paso; Capital Plaza 
shopping center, Austin; Eastwood 
Mall shopping center, Birmingham; 
Donelson shopping center, Nash- 
ville; Bon Marche shopping center, 
Baton Rouge; Westland Plaza shop- 
ping center, Jackson; and Carroll- 
ton shopping center, New Orleans. 

H. B. Gordon, president of Gor- 
don’s, predicts the chain’s number 
of stores will pass 100 next year. 
The chain began in Houston in 
1905. 


Wisconsin watchmakers 
add two new directors 


The board of directors and ad- 
visors of the Wisconsin Licensed 
Watchmakers’ Association have 
named Grant Matuska and Fred 
Luser to the board. Four others 
have been nominated as possible di- 
rectors. 

The board voted to hold the or- 
ganization’s 1961 convention in 
either Appleton or Oshkosh, at a 
date to be selected later. Luser 
was appointed technical director 
for the convention. 


State RJA groups elect 
Moses council chairman 


The advisory council of the Re- 
tail Jewelers of America Affiliated 
State Associations has elected 
Clarence Moses, executive director 
of the Ohio Retail Jewelers Assoc- 
iation, as its chairman. 

Other council officers’ elected 
were: first vice-chairman, J. 
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Francis Thibault, secretary, New 
York State Retail Jewelers Assoc- 
iation; second vice-chairman, Tom 
Cook, Jr., secretary of the Florida 
Retail Jewelers Association; third 
vice-chairman, Richard M. Kern, 
president, California Retail Jewel- 
ers Association; and fourth vice- 
chairman, Henry H. Brylawski, 
executive secretary, Maryland, Del- 
aware and District of Columbia 
Retail Jewelers Association. 
Named as delegates to the RJA 
board of directors were: Moses; 
Seott Means, president, Kentucky 
tetail Jewelers Association; and 
Edward Wolf, president, Pennsyl- 
vania Retail Jewelers Association. 


Three Traub salesmen 


win incentive awards 


Bob Guilbaut, Michigan repre- 
sentative, of Traub Manufacturing 
Co., won first prize of a one-week 
luxury vacation in the company’s 
10-week fall sales contest. 

Rudy Apffel, West Coast sales- 
man, won an _ all - expense - paid 
week end as second prize. Third 
prize of a $100 diamond pendant 
went to George Kane, eastern 
representative. 

Traub, makers of Orange Blos- 
som engagement and wedding 
rings, achieved a 30 per cent in- 
crease in sales in fiscal 1960 over 
fiscal 1959. 


Indiana watchmakers, 


jewelers elect officers 


The Indiana Watchmakers and 
Jewelers Associations elected 1960- 
61 officers at their combined trade 
show and convention, Sept. 17-18, 
in Indianapolis. 

Isaac Wright of Tell City, Ind., 
was elected president of the watch- 
makers group. The jeweler organi- 
zation’s new president is Herbert 
Pazol of Pazols Jewelers in Munice. 

Other officers chosen by the 
Watchmakers Association were: 
first vice-president, Richard L. 
Stevenson, Fort Wayne; second 
vice-president, Addison H. Harris, 
Richmond; and_ secretary - trea- 
surer, Philip E. Nelson, Browns- 
burg. 

On the Jewelers Association slate 
other new officers are: vice-presi- 
dent, Maurette Brown, Indiana- 
polis; treasurer, John W. Sauer, 








BELFORTE 


SPEAKS YOUR 
LANGUAGE, TOO! 


The biggest promotion in Belforte’s 
history speaks loud and clear! It talks 
in bold, full-page magazine ads di- 
rectly to your top market: millions of 
teenagers and their parents! It deliv- 
ers its message on the “Wizard of Oz” 
spectacular over 200 stations of the 
CBS-TV network! Between now and 
Christmas, more than 100 million 
prospective customers from coast to 
coast will hear about ‘“Belforte — the 
only 17-jewel watch as low as $19.95 
—sold and serviced around the world.” 


INGENUE 
SEVENTEEN 
SPORT 
SR. SCHOLASTIC 
SATURDAY EVENING POST 


(regional issucs) 


PLUS 
participation on 


THE WIZARD OF 02 
T. V. SPECTACULAR 
SUNDAY, DEC. 11th 
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Style 272 
with half carat center 
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TRAUB MANUFACTURING CO. ENGAGEMENT AND WEDDING RINGS 1934 MeGRAW, DETROIT 8, MICH. 
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in style 
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A new Orange Blossom 
diamond ring style is born 

. then another ...and 
another ... and still an 
other. This 1s the pattern 
being set by Orange 


Blossom. 


And there's much 


more to come. 


Bitaiomsiellieitimeriianal 
ing new styles are avail 
able now....and they are 
being supported with na 
tional and local advertis 
ing, to tell your customers, 


to pre sell your customers. 


TRAUB MANUFACTURING CO. 
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Fort Wayne; and re-elected secre- 
tary, Stanley Hall, Lebanon. 
Elected for three-year terms as 
directors were: Malcolm Ross, 
Columbus; Albert Fischel, New 
Castle; A. L. DuPriest, Hunting- 
ton; Guy Swartzlander, Kendall- 
ville; and re-elected, Robert Mohl- 


man, Lafayette. 

Featured speakers at the con- 
vention were Henry B. Fried, horo- 
logical consultant for JEWELERS’ 
CIRCULAR - KEYSTONE, G. Robert 
Crowningshield, director of Gem 
Trade Lab in New York, and Phil 
N. Eskew, educator and humorist. 


Clock Manor Museum opens in Colorado; 
devoted to history and science of horology 


Clock Manor Museum—called the 
world’s largest museum devoted en- 
tirely to the history and science of 
horology—opened Sept. 11 in Ber- 
gen Park, Colo. 

Leaders of the watch industry 
on hand for the museum’s dedica- 
tion ceremony included: William 
H. Samelius, one-time head of El- 
gin Watchmakers College; Donald 
W. Levernz, Elgin National Watch 
Co.; and Norman D. Luth, vice- 
president of the American Watch- 
makers Institute. 

Orville R. Hagans and his wife 
founded and completely financed 
the project. The 3500 square-foot 
building contains approximately 
1500 exhibits, each explained with 
a framed legend card. It is the 
first of three exhibit buildings 
planned for the 12-acre site, 24 
miles from Denver, Colo. The other 
two buildings are to be completed 
by the summer of 1961. Exhibits 
for these buildings are now being 
assembled. 

A weather and time observatory 
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and a horological laboratory for 
restoration of timing mechanisms 
in antique timepieces are also 
scheduled for completion in 1961. 
Landscaping of the grounds will 
include a floral clock and a horo- 
logical fountain. 

The museum will include a pro- 
jection and lecture room and a 
horological library which will be 
open without charge to writers, 
scientists and horologists engaged 
in research projects. 

At the dedication ceremony the 
founders sealed a 100-year lead 
time capsule containing letters 
from major timepiece manufactur- 
ers, horological societies, publish- 
ers, scientists and curators of other 
museums. Horological documents 
and contemporary timing instru- 
ments and materials were also in- 
cluded in the capsule. 

The capsule will be opened on 
the 100th anniversary of the mu- 
seum’s dedication. Duplicates and 
replicas of the capsule’s contents 
are on exhibit at the museum. 
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WORLD’S LARGEST HOROLOGY MUSEUM: Approximately 1500 exhibits 
are on display in Clock Manor Museum which opened in Bergen Park, Colo., 
Sept. 11. The museum is described as the world’s largest devoted entirely to the 


history and science of horology. 
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NET COST 
LOW AS $2. 


choose from 
many styles 








e PLUMP PEARLS 
e JEWELERS ENAMEL 
e NO DIE CHARGE* 


EXCLUSIVELY 
for Retail Jewelers. 


GET YOUR FAIR SHARE OF 
THE FRAT PIN BUSINESS. IT 
BELONGS TO THE JEWELER. 


*ON ORDERS 50 PIECES 


KINNEY C0 123 STEWART ST. 
*»| PROV. 3, R. |. 











AND IT BEATS, TOO: This jeweled 
heart, the size of an orange, beats 
like the human variety, with the help 
of a motor. It was created as a jew- 
elry store window display by Willard 
Boedeker, a high school student who 
has wanted to be a jeweler since he 
was eight. Boedeker, who now lives 
in Holly Hill, Fla., studied watch- 
making and jewelry making at night 
at a vocational school in Milwaukee, 
Wis., where he formerly lived. 





Three FTC conferences | 
slated for this month 


The Federal Trade Commission 
reaches the far west this month 
in its campaign to familiarize 
representatives of drug, variety 
and department stores with the 
rules for advertising and selling 
jewelry and watches. 

The FTC has scheduled confer- 
ences at 10 a. m., Oct. 13, in the 
Southern California Edison Co. 
auditorium, 610 W. Fifth St., Los 
Angeles; and at 10 a. m., Oct. 18, 
in the auditorium on the fifth floor 
at 414 Mason St., San Francisco. 

Another conference, with repre- 
sentatives of Arizona jewelry 
stores, will be held at 4 p.m., Oct. 
6, in the Sky Room of the Sahara 
Hotel in Phoenix. Paul M. Cam- 
eron, chief of the FTC’s trade prac- 
tice conference division, will pre- 
side. 

A similar conference, for the Mid- 
west area, was held in Chicago, 
Sept. 29. The first conference in 
the series was in New York in 
June. As a result of that meeting, 
the FTC said, inadvertent viola- 
tions of the rules by stores in that 
area have been substantially re- 
duced. 

FTC chairman, Earl W. Kint- 
ner, said the meetings sought to 


encourage voluntary compliance 
with the trade practice rules and 
guides relating to the advertising 
and marketing of jewelry and 
watches. 

Kintner said that “certainly we 
cannot expect compliance with the 
law unless its requirements are 
known and understood.” 

Some of the large jewelry stores 
in Los Angeles and San Francisco 
will also be invited to the West 
Coast conferences. 

The Retail Jewelers of America 
and its affiliated organizations in 
Arizona are cooperating with the 
Commission in holding the Phoenix 
meeting. 

Firms invited to the meetings 
will receive a copy of the trade 
practice rules and guides with 
their invitation. John R. Heim, di- 
rector of the Commission’s bureau 
of consultation, said a Commis- 
sion representative would discuss 
any questions concerning’ these 
rules at each meeting. If time per- 
mits, the Commission’s guides re- 
lating to advertising allowances 
and promotional services and facil- 
ities will also be discussed. 

Most of the “trouble spots”’ 
covered at the meetings involve 
the misuse of descriptive words in 
jewelry advertising; mis - state- 
ments in reference to pricing; and 
failure to reveal the country of 
origin or conditions of guarantees 
offered. 





PEARLY GATE: A string of pearls 
replaces the usual ribbon as C. J. Sil- 
ver Jewelers in St. Paul, Minn., cele- 
brates completion of a $100,000 re- 
modeling project. Cortland J. Silver, 
left, owner of the nine-store chain, is 
assisted by George Vavoulis, mayor 
of St. Paul, and Muriel Lux, Winter 
Carnival Queen of Snows. 
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Now! Dynamic new display for 
aflame lighter styles! 


Free with only one each of 


* VARAFLAME! 
* VARAFLAME WINDLITE! 


and the new 


* VARAFLAME LITEGUARD! 








VARAFLAME 
WINDLITE 


ORDER THE RONSON BUTANE LIGHTER TRIO 


get three lowest-priced Varaflame pocket lighter styles 
on powerful traffic-stopping FREE Display! 


@ Sells the lowest-priced, fastest-moving number in each line — 
Varaflame, Varaflame Windlite, Varaflame Liteguard. Makes it 
easy to trade your customers up to Ronson Varaflame quality. 


@ Unique, sturdy, 3-D plastic display in vivid Day-glo red and jet 
black for highest visibility from any point in your store. 


@ Packs tremendous sales punch in a small space. Uses only 
814” x 10” of counter, window, or wall. 
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THE RONSON BUTANE LIGHTER TRIO (BP-3) 


| Number 
#17103 

#67002 
| #62001 
| #99053 


Description Suggested retail 
Varaflame 
Varafilame Windlite 
Varaflame Liteguard 
Butane Multi-fills @ .75......__ 2.25 


Total suggested retail value: $42.10 
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INTERNATIONAL STANDARD 
O x S () N ® OF EXCELLENCE 
' Ronson Corp., Woodbridge, N. J. 
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NOTHING 
ADDS 

MORE 
VALUE 


to your 
merchandise 


THAN 
ENGRAVING 


Weak. «Nits : 


Wis NtR ; 
» LASSE & > 
(ae ae 


enyrags 


makes everybody 
an engraver 


new hermes 


» ENGRAVING MACHINE CORP. 
154 West 14th Street, New York 11, N. Y. 
iN CANADA: 359 St. James Street West, Montreal, P.Q 
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Support seen next year 


for Dept. of Consumers 


Efforts to create a U. S. Depart- 
ment of Consumers failed to gain 
Congressional approval this year. 

The proposal will be renewed 
next year, however, with indica- 
tions that the voice of the Amer- 
ican consumer will be heard then 
in earnest. 

The new executive department 
was proposed in a bill introduced 
by Sen. Estes Kefauver (D., 
Tenn.). Forces opposing the mea- 
sure were quick to voice their dis- 
approval at brief hearings held on 
the eve of the Senate’s convention 
recess. 

While the bill did not clear this 
session, it is expected that a 
watered-down form of the Kefau- 
ver bill will gain support next 
year. 

Opponents say any legislation 
would pose serious threats to 
many traditional business _ pre- 
rogatives. 

Under the Kefauver proposal a 
full Department of Consumers 
would be created, with power to 
review and investigate any price 
changes by manufacturers, whole- 
salers and retailers. The depart- 
ment would also have the power 
to evaluate product suitability and 
quality. 

Foes of the bill have charged 
that this would give the govern- 
ment authority to grade label 
products of competing firms. 


Another feature of the bill pro- 
vides for a consumer informa- 
tion service which would publish 
advisory information based on 
studies and investigations of the 
department. 

Many federal regulatory agen- 
cies oppose the bill contending 
that consumer interests are being 
adequately served by existing gov- 
ernmental facilities. 

The Kefauver bill calls for 
transferring to the new department 
such agencies as the Food and 
Drug Administration of the De- 
partment of Health, Education 
and Welfare, and the Division of 
Prices and Costs of Living of the 
Labor Department. 

Elements of the Bureau of 
Standards under the Department 
of Commerce which deal with test- 
ing of “articles intended for use 
by consumers” would also be 
transferred. 

Eugene B. Sydnor, Jr., repre- 
senting the National Retail Mer- 
chants Association, attacked the 
bill in a statement filed with a 
subcommittee of the Senate Gov- 
ernment Operations Committee. 

Sydnor charged that the bill’s 
sponsors “obviously do not believe 
that the American retailer ably 
represents the best interest of the 
consumers in his daily activities.” 

He pointed out that “any retail- 
er who fails in performing this re- 
sponsibility as a purchasing agent 
for the consumer, does not last 
very long on the American scene.”’ 
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SCHOLARSHIPS FROM BULOVA: Some of the 32 children of Bulova Watch 
Co. employees who received more than $50,000 in college scholarships from the 
firm meet with Harry B. Henshel, foreground, Bulova president, during presen- 
tation ceremonies at the firm’s headquarters in Jackson Heights, N. Y. Since the 
program began in 1953 Bulova has awarded more than $310,000 in scholarships. 
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Rudolph Brothers chain | 
adds five Florida stores 


Rudolph Brothers, Inc., of Syra- 
cuse, N. Y., has acquired five FAC 4h “er 
jewelry stores in Florida, bringing ne eee 
its chain to 53 stores. 
The stores are in Palatka, Fort FACTS THAT MAKE FELCO YOUR BEST BUY 
Myers, Leesburg, Sarasota, and = contonee Peas -_. 
Lakeland. 
The Lakeland, Sarasota and Fort 
Myers stores were purchased from 
the late G. Dewey Goff. Goff’s 


®@ Stability — The Nation's Oldest Cultured Pearl Specialist 
* 
‘ 
sons, Jack and George, Jr., will ® Mats, Counter Cards, Merchandise Displays 
* 
« 
> 
e 


Famous for Value ... Consistency of Product . . . Integrity 


Rounded, all-embracing battery of Selling Helps for the Jeweler 


continue to operate the store bear- 
ing the family name in Tampa. 

The Palatka store was formerly 
owned by Theodore Albert, and 
operated under the name, “Al- 
bert’s.” 

tudolph’s leased the Leesburg 
location for construction of a new 
store. 

Arnold A. Malkoff, former man- 
ager of the chain’s three Roches- and reaping PROFITS! 
ter, N. Y., stores, will supervise 


the Florida operations. 
The Rudolph chain is centered in * satis on ae a 4 


the Northeast, primarily in New 
York, New Jersey, Massachusetts NOW ...To Serve You Better...We’ve Moved to Larger Quarters...Easily Accessible 
and Vermont The firm also oper- 53rd Street and Fifth Avenue—and You Are Cordially invited 

2 ; Jack 45. Felsenteid, inc.» 665 FIFTH AVENUE, New York 22, N. Y.+ Plaza 3-5650 
ates leased jewelry departments in 


the eight Weiboldt Department 
Stores in the Chicago area. 


Rudolph Brothers was founded A R O S A Re Y 


in Syracuse in 1906 by B. G. and 


M. H. Rudolph. The brothers, now ( RK ENC | 
retired, still maintain an interest by | 


in the business. The chain’s head- Means MORE 


New Hang-Tags 

New Packaging 

All Pearls are Registered by Number 

More than a quarter-of-a-million DEB Pearl Necklaces 
now in circulation!!! “Repeat Business” Insurance! 
Comprehensive Memo Selections insure larger unit sales 
Felco’s large stocks make it possible for us to 

ship orders same day received. 


Join up with Felco and you'll join us in SELLING PEARLS 











quarters remain in Syracuse. 


Oklahoma jewelers elect 
Miller as new president 


Paul J. Miller, owner of Frye’s 


Jewelers in Chickasha, Okla., was *% =  . - = 2 
installed as new president of the | | ta. * oo Out of Your Sales 
Oklahoma Retail Jewelers’ Associ- ; 7 If you want to run a cash-raising 


Get The MOST 


sale—or sell out your store for any 
reason—let us advise you without ob- 
ligation! The RIGHT decision may 
mean thousands of extra dollars to you. 


ation, Aug. 8. 

Miller, who served the last two 
years as secretary-treasurer, suc- | ee 2 
neesocts a ee: ote Any Rosary No. 168P. 

] yn’s Jewelry aw a. j 
eitons veweiry in Lawton, a Storing Silver with G@ sm Pear We will not accept your sale unless 


The organization elected officers Shape Imitation Pearls. Soldered we are certain that it will be most suc- 
at the close of its two-day conven- Links between beads, Fancy or Plain cessful. Our 35 years of experience and 


; : Crucifix. Pearls have sufficient coats Settee } } 
mi pagar wee a nat Mayo of essence to have safely withstood ey ee eee 
otel in Lulsa. John Denbo, owner | Rhodium Plating. Wri . 
aoe , rite * Wire * Phone Collect 
of Claremore Jewelers in Clare- Keystone, $7.00. With Contemporary 
Crucifix, Keystone $9.00. 


more, Okla., was elected secretary- 

treasurer. He has served one year Write for turther Information BRILL & COLMES 

on the board of directors. A. F. GRENCI yp ere 
Registrations totaled 237 per- Mfg. of “‘Ave Maria’ Rosaries Auctioneers and Sales Specialists 


sons. The trade show featured 54 136 Standard Ave. Butler, Pa. 45 West 45th St., N. Y. 36, JU 6-2334 
displays. At all leading Gift Shows. Write for information Members Jewelers Beard of Trade 











No Obligation © in Strictest Confidence 
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Fine China Guild warns Tariff Commission 
against further reductions in china tariffs 


The American Fine China Guild 
warned the Tariff Commission last 
month that any further cuts in the 
tariff could speed up unemployment 
growth in the domestic industry. 

Robert J. Sullivan, vice presi- 
dent of Lenox, Inc. and president 
of the Guild made the statement 
after the Staffordshire potters 
group submitted a brief to the 
Tariff Commission requesting 
lower tariffs. 

Sullivan said that even present 
tariff rates have not prevented im- 
ported fine china from making 
serious inroads into the American 
domestic market. 

He produced figures to support 
this contention: in bone china, im- 
ports from the United Kingdom up 
193 per cent since the last tariff 
cut was approved; imports of high 
priced feldspathic china up 130 per 
cent in 1959 from 1950 with the 
trend of growth “increasing at an 
accelerated rate” in the latter half 
of the decade. 

Sullivan said it was “self-evi- 
dent” that existing tariffs are no 
deterrent to these imports and that 


“if any positive control is to be 
brought to bear on this trade it 
will need to take the form of a 
quota or a combination of quota 
and higher tariff.” 

He said foreign fine china pro- 
ducers were not faced with com- 
petition from low priced imports. 

Quoting 1959 figures for all 
household pottery items, he said 
the UK exported $8,933,000 to the 
U. S. but accepted only $289,000 
from Japan; West Germany ex- 
ported $6,474,000 to the U. S. but 
accepted only $882,000 from Japan; 
Italy exported $3,532,000 to the 
U. S., accepted only $650,000 from 
Japan, and France accepted only 
$46,000 from Japan. 

Upshot of this, said Sullivan, 
was that the U. S. accounted for 
58.7 per cent of Japan’s exports 
in this category last year, whereas 
the European countries mentioned 
absorbed only 3.2 per cent. Over 
the past nine years, “the U. 8S. ab- 
sorbed almost the full growth of 
this category of Japan’s exports.” 

Sullivan charged that the Euro- 
pean countries mentioned use quo- 
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OHIO JEWELER HONORED: Louis 
J. Binder, left, vice-president of Co- 
well & Hubbard Co., Cleveland jew- 
elers, is congratulated by Sterling B. 
Hubbard, board chairman, at a sur- 
prise ceremony honoring Binder’s 60th 
anniversary with the company. The 
guest of honor attended the gather- 
ing, expecting only a sales meeting. 





tas or import licenses in addition 
to tariffs to control ceramic table- 
ware imports and that France and 
West Germany use all three. 

“We ask why this discrimination 
has been sanctioned by United 
States negotiators,” Sullivan said. 

Labor is a large factor in the 
production of fine china, and the 
gap between U. S. wages and those 
of foreign competitors is increas- 
ing, he said, asserting that “‘we are 
helpless to overcome the vast 
handicap represented by lower 
wages paid in the ceramic industry 
of other countries.” 

In the face of low wage competi- 
tion from abroad, “the whole 
United States ceramic tableware 
industry has been harrassed 
further by successive reductions in 
tariffs that were already demon- 
strably inadequate.” 


Watchmakers group adds 


three regional directors 


The Watchmakers of Switzer- 
land announced the addition of 
three regional merchandising di- 
rectors, Sept. 19. 

Newcomers are Alvin I. Rudnick, 
New England; Samuel M. Yaeger, 
Mid-Atlantic; and John L. Low- 
land, Southwest. The merchandis- 
ing staff, is led by Mortimer A. 


BRANDEIS GIFT: Edward Goldstein, president and treasurer of Jewelsmiths, 
Inc., of Boston, and his wife, were honored at the dedication of the new psy- 
chology wing of the Social Sciences Center at the Brandeis University. Gold- 
stein helped make the new building possible through his gift. 


Kirschner. 
Paul A. Tschudin, director, said 
the first major increase since 1954 
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in consumer demand for jeweled- ’ 


lever watches was noted in the fall Ay 
selling season this year. The (N° 

Watchmakers initiated an advertis- t, 

ing and promotional campaign in La is not dependent on 
1959 to boost the sales of quality 
watches. 

The organization is now prepar- 
ing for publication technical bul- 
letins and instructive literature on 
servicing the Swiss electric watch. 
In connection with this project 
Jean P. Savary, technical director 
of the Watchmakers, is spending 
four weeks in Switzerland confer- 
ring on various technical aspects 
of the jeweled-lever watch industry, 


including those concerning’ the ° . 
electric watch. He will return to A Keputation for Quality 


company size... age... price... 
deliveries . . . salesmen or advertis- 
ing, although all of these may be 
factors in its development. It is 
diligently sought after . . . zealously 
guarded .. . and once lost is seldom 
regained. 

Some buyers ignore it, most 
buyers demand it! It goes by count- 
less names . . . some have called it 
the priceless ingredient . . . we call 
it simply 





New York Oct. 17. 


Elgin names Margolis | CAMED —The complete line of men’s 
chairman of the board | and Waite Ids, matching accessories and 
| ersonal lea oods. Built on a reputation 

Henry M. Margolis was elected | of quality at  retai prices for 289 56 
chairman of the board of Elgin years. Our new Catalog will show you the proof 
National Watch Co. Sept. 20. | —write for yours today! 

The election of Margolis, also | : 
chairman of Aero Supply Manufac- a The Springfield Leather Products Company 
turing Co. of New York, ended a SPRINGFIELD, OHIO 
two-year struggle for control of roe ee ae 
Elgin. Margolis won a board seat 
in 1958 after a proxy fight against 
the management of James G. Shen- 
nan, who resigned as president and 
a director of the firm last month. : 

“We have every confidence Elgin : Gem of Mite ages 
will continue in the profit-making : 
status it has developed in the last 
year,” Margolis said in the com- SAVES ON 
pany’s announcement of his elec- 

—_ — AMBER INVENTORY 
George J. Daly, Jr., executive y 7 NUGGET 
vice-president and treasurer, will ce 
continue as chief executive officer oa ps Necklace 


of the company, the post he as- 


sumed when Shennan resigned. Z z $35 
ee e Makes rings 


Tax covers gold-plated KEYSTONE larger or 


: Non Competitive smaller 
flatware and hollowware DANTS, BRACELETS, FULL MARK-UP iteiieaieaiaiiaaiaia 


" BROOCHES, RINGS, 
The Internal Revenue Service in GOLD FILLED FREE SALES accepts rings from 


has ruled that a retailers excise and 26K. STIMULATOR sizes 1 to 15. 


. I i I F 
tax must be paid on sales of gold- Collection to’ Avaiichio fer Mebibision, @ No scratching. 
lated flatware and gold or silver- Weme Ser Betas, No marring. 
, . FREE AD MATS 


plated hollowware. @ Reducing die with 


Items “ornamented” with preci- : aime. notes — ly 9950 
‘ Se ten ttatinne ° . greatest range on 
ous metals or their saeagy rs are AMBER At il ill : reductions. Time Payments 
taxable. Non-jewelry items on a: Contact your wholesaler or 


which a precious metal plating is World's Source for Genuine Amber : write for literature to: 
less than one one-hundred-thou- > AMBER MINES, INC _Subs liary : fe esi — 
sandth (.00001) of an inch thick 80-19 3lst AVENUE ; metr merimes 


. ° ar c Cy c Tf) A \ : i> Latn tree 1? vw t r* 1] 
are not considered “ornamented.” es F-10440) 0 ws (-11°4.0) OO Oe ; 24 Wes! 3 : nw. Y 
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ized sterling 

silver novel- 

ties offer every 

retailer 1001 op- 
portunities for 

more gift sales. The 

wide variety and top 
quality of these items 
have proven themselves 
with hundreds of jewel- 
ers, at store counters 
throughout the country. 
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KONORE DOSKOW PORTRAIT CHARMS 
Now any photograph ¢an be perma 
nently transferred onto a sterling 
™ silver or 14 Kt. gold charm and 
worn on bracelet or key chain. 
Cufflinks, necklaces, pins, 
tie clips etc., in sterling 
silve! are available ie 
turing these beautiful 
portrait charm 
Yo mitiasiomiiie 
mation write: 


LEONORE DOSKOW INC. 


SILVERSMITH 
MONTROSE, NEW YORK 


CREDIT | 
oe CHRISTMAS CATALOGS 


Made to your order. 75 pages 
of stock brands to choose from. 


e CREDIT FORMS 


Paid Up Promotions. 
Letters, Credit Cards, etc. 


Samples Sent Free 


S.J. SURNAMER CO., Inc. 
253 W. 26 Street New York 1.N. Y. 
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BIRTHSTONES BOOKLET 
BELIEFS, SUPERSTITIONS AND FACTS 
56 pages, 13,973 words 
Send postpaid for only 50c with order 
Write 


E. P. VAN LEUVEN 


1998 Fixlini St. San Luis Obispo, Calif. 
Keystone on 2 Doz. or more copies 
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mm FOR INCREASED SALES AND BIGGER CASH PROFITS z 


Deal Direct!—Savs! Get very best diamond values! 
Rough stones cut in our own modern plant. Supplied 
direct to you in fine mountings, in best selling styles. 
No piled-up ‘‘mark-ups’’ to inflate your price, lowe 

your profits. Finest service, effective selling aid 

Every item Fully Guaranteed. Memo selections to 
well rated firms. Write for big FREE Catalog plus 








details of our unusual offer. or phone PL 7-1236. 
ia FfLEAMLIGHT, 71 W. 47th St., Dept. K, New York 


Ml lillul uMeelas tis 


Sold direct, to 
the retailers 


Write for catalog 


GENERAL CHARMS. 


46 WEST 486TH ST... N.Y.C. 36, N. Y. 


FAST 


» I. Kassoy, Inc., will move from its 
25-year location at 7 W. 45th St., 
New York, to larger quarters in the 
Diamond Club Building at 32-34 W. 
47th St. about Nov. 1. The firm, a 
distributor of diamond supplies and 
instruments, plans to expand its stock 
lines. Alex Kirman has been ap- 
pointed vice-president in charge of 
sales and merchandising. 

» Four members of the Jewelers 24 
Karat Association of Western New 
York participated in a television pro- 
gram filmed for use on WNED-TY, 
educational television station in Buf- 
falo. Arthur H. Hoyler, president of 
the club, Maurice H. Fried, vice-presi- 
dent of the Ring Manufacturing 
Guild of America, Richard A. May, 
president of the Watchmakers Guild 
of Western New York, and Al Bo- 
tham, editor of the Jewelers 24 Karat 
Bulletin, discussed jewelry as a career 
for young people on the “Project- 
Career” show. 

» Buck Scheinman and Don Fern 
have opened the third unit of Cove 
Jewelers, Inc., at 131-19 Rockaway 
Blvd., South Ozone Park, N. Y. 

» A. Fisher Charles has opened a 
showroom at 111 S. Eighth St., Phil- 
adelphia, carrying Henry C. Coehler 
Co. clocks. 

=» Douglas Cooper, president of F. J. 
Cooper, Inc., Philadelphia, has added 
rare sapphires, Georgian antiques, 
cultured pearls and other art objects 
to the collection at his store at 1416 
Chestnut St. Cooper acquired the 
stock on a 60-day around-the-world 
buying trip. 

» Ben Horowitz, owner of the Jewel 
Box at 211 W. Ninth St. in Wilming- 
ton, Del., opened a second store in 
September at 814 Market St. in Wil- 
mington. Gilbert Tyman is manager. 
» Michel Birnbaum, diamond whole- 
saler at 608 Fifth Ave., New York, 
has returned from a three-month trip 
to Europe which included a visit to 
his firm’s offices in Antwerp, Belgium. 
» Approximately 4000 jewelers from 
five states attended the ninth annual 
Jewelry and Gift Fair sponsored by 
the Pennsylvania Retail Jewelers As- 
sociation in Pittsburgh July 31-Aug. 
2. Some 60 manufacturers and whole- 
salers exhibited at the Hilton Hotel 
during the show. 

» Stevens & Pine, Ltd., diamonds, 
has leased space in the building at 2 


|W. 46th St., New York. 


» A modern costume jewelry bar and 
new fluorescent lighting and flooring 
has been installed in a modernization 
project at the jewelry and watch re- 
pair store owned by Sol Krevlin at 
4 S. Main St. in Port Chester, N. Y. 
» Earl L. Lindholm, owner of Lind- 
holm’s Jewelers of Hamburg, N. Y., 


Hl 
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has purchased the Little Shop, a card 
shop adjacent to the jewelry store at 
the corner of Buffalo and Union Sts. 
a Jaffe’s Jewelry Store in Niagara 
Falis, N. Y., has moved from 2106 
Main St. to expanded facilities at 
1910 Main St. Another store is op- 
erated at 19 Falls St. 

» Henry Wilson, owner of Henry’s 
Jewelry in Syracuse, N. Y., was ap- 
pointed an honorary sergeant-at-arms 
at the Republican national convention. 
» John Kerr, Meadville, Pa., jeweler, 
gave a talk and showed a film on the 
diamond industry to the Cambridge 
Springs, Pa., Kiwanis Club. 

a Charles Ernst, operator of Ernst 
Jewelry Store, 1221 Liberty St., 
Franklin, Pa., conducted a promotion 
called “Old Fashioned Bargain Days” 
in late July and early August. A 
waterproof watch was awarded to the 
winner of a “count-the-bean” contest, 
included as part of the promotion. 

a Joseph Zalno of Barnesboro, Pa., 
has purchased O’Brien’s Jewelry at 
20 N. Third St., Clearfield, Pa., from 
Flora O’Brien. The firm is observing 
its 40th anniversary this year. Mrs. 
O’Brien, who has managed the store 
nearly 20 years, is still associated 
with the business. 

» Louis and Paul Detkin of Royal 
Crafsmen, New York costume jewelry 
manufacturing firm, visited the Euro- 
pean fashion centers in August. 

» Admiral Jewelry in New York has 
moved from 303 Fifth Ave. to larger, 
newly decorated quarters at 389 Fifth 
Ave. 

« Betty Bregman, New York costume 
jewelry designer, presented a 15-min- 
ute fashion show of her wholesale 
necklaces, bracelets and earrings on 
Arlene Francis’ “Today” television 
show in August. 

» Ralph Kalichman, service manager 
of Wyler Watch Co., Inc., and presi- 
dent of the Horological Society of 
New York, was guest speaker at the 
September meeting of the Watch- 
makers’ Association of New Jersey. 
» Herbert J. Huber, formerly with 
Meyers & Son, jewelers, in Mount 
Vernon, N. Y., was presented with a 
plaque from the Kingsbridge Gardens 
Civic Association for his services dur- 
ing the past 10 years. Huber is now 
with T. C. Tanke Jewelers, Inc., Buf- 
falo. 

» Alexander Zenker of Zenker’s 
Jewelry in Royersford, Pa., is vice- 
chairman of the Royersford Roaring 
Renewal Project, a business group 
seeking to revitalize the downtown 
business district. 

» Ward’s Jewelers, 23 Main St., 
Yonkers, N. Y., was closed from Aug. 
8 to Aug. 22 for vacations for its 
staff and management. 
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s Michael’s Jewelers was one of the 
New Haven, Conn., area based stores 
which opened with the new Connecti- 
cut Post shopping center, Milford, 
Conn., Sept. 14. The center is the 
largest of its kind in New England. 

=» Kay Jewelry Co.’s Salem, Mass., 
store opened in its new location Sept. 
1, at 206 Essex St., two doors from 
the old location it had occupied since 
1931. 

» Arthur Bureau, a watchmaker with 
10 years’ experience in Waterville, 
Me., has joined the staff of Gagnon 
Jewelers in Skowhegan, Me. 

=» Robie Liscomb, manager of George 
K. Rogers Jewelers in Gloucester, 
Mass., has started writing a regular 
column for the Gloucester Times, 
called “How’s Business?” 

=» Robert A. Abbott, president of the 
Wood-Abbott Co. in Lowell, Mass., has 
been named chairman of section A of 
the commercial division for the 1961 
Greater-Lowell United Fund. Abbott 
is a past vice-president of the Amer- 
ican National Retail Jewelers Asso- 
ciation. 

a E. A. Stone has joined the staff of 
Day’s Jewelry Store, 254 Water St., 
Augusta, Me., as a watch repairman. 
Stone formerly operated his own shop 
in Winthrop, Me. 

» Nat Morrison and his wife, owners 
of H. H. Thompson’s Jewelry in Brat- 
tleboro, Vt., have purchased Simmons 
Jewelers in Greenfield, Mass. The 
store has been moved from 22 Federal 
St. to 188 Main St. and reopened un- 
der the name of Thompson’s. The 
Morrisons will retain the Brattleboro 
store. 

» Lux Clock Manufacturing Co., Inc., 
of Waterbury, Conn., has announced 
the appointment of William M. 
Schmidt Associates, industrial design 
firm, for new product exploration and 
design. 

=» Louis E. Boucher has moved the 
jewelry store in Montpelier, Vt., 
bearing his name from 79 Main St. to 
larger quarters at 18 State St. A gift- 
ware department was added. 

s Walker and Ebeling, New York 
jewelers, provided a necklace as one 
of the prizes awarded at the Beach- 
combers Costume Ball in Province- 
town, Mass. 

» Thomas Long Corp., jewelers, Bos- 
ton and Chestnut Hill, Mass., have 
opened a new outlet for their whole- 
sale division in New Haven, Conn. 

=» Michael Mahar of Mahar & Eng- 
strom Co., jewelers, 373 Washington 
St., Boston, topped a recent golf 
tournament at the Furnance Brook 
Gold Club in Quincy, Mass. He is pres- 
ident of the club. 

» Hundreds of exhibitors took part 
in the annual Fall Gift Show held 
at the Parker House, First Corps 
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Cadet Armory, and the Statler-Hilton 
Hotel in Boston. The show ran from 
Sept. 11 through Sept. 15. 

=» W. P. Salemi has established W. 
P. Salemi, Inc., jeweler, in room 302, 
Jewelers Building, 373 Washington 
St., Boston. He was associated with 
Joseph Gann & Co., 387 Washington 
St., for 19 years. 

=» John Anderson of Anderson’s Jewel- 
ers in Wellesley, Lexington, and Win- 
chester, Mass., plans to spend his 
winters in Florida. He will return to 
the business, conducted with his sons, 
during the remainder of the year. 

» Louis Shapiro of Modern Jewelers 
Supply in Boston, is the new pres- 
ident of the 30 Club. He succeeds 
Ed Guiness of Louis F. Guiness, Inc., 
jewelers, 387 Washington St., Bos- 
ton. The club’s new treasurer is Ed- 
ward Egan, Hamilton Watch Co., 
sales representative for Massachu- 
setts. 

» Many friends of Roger Brassard, 
past president of the New Hampshire 
Retail Jewelers Association, were 
surprised to spot him on television 
while he was attending the Demo- 
cratic National Convention. 

» The annual dinner-meeting of the 
Boston Jewelers Club will be held 
Nov. 4 in the Statler-Hilton Hotel. 
Theme of the evening’s program will 
be an “Old Timers’ Night.” 

» Mario Lopardo, Exeter, N. H., 
jeweler, is the new president of the 
New England Guild, American Gem- 
ological Society. He was elected at 
the group’s Sept. 8 meeting in the 
Hotel Commander, Cambridge, Mass. 
Other officers elected included: first 
and second vice-presidents, Basil 
Clair, a Newton, Mass., jeweler, and 
Alvin O’Leary, associated with Sharf- 
man’s in Worcester, Mass.; and Ella 
Bird, re-elected secretary-treasurer. 
Ken Adams, a precious gem dealer 
from Miami, Fla., spoke. Gladys 
Hannaford will give an illustrated 
lecture on the African diamond mines 
at the Guild’s Nov. 10 meeting. 

=» George J. Steinberg, owner of Lord 
Jewelers in Springfield, Mass., has 
nearly doubled the store’s space at 
1567 Main St. by occupying an ad- 
jacent store. The new addition pro- 
vides a Worthington St. entrance to 
the store. 

» A collection of 36 unset baroque 
pearls, ranging in price from $1200 
to $10,000 each, were shown at Bon- 
wit Teller’s Boston branch, Sept. 
26-28. The largest of the pearls, 
which come from Burmese and Indo- 
nesian waters. is 27 millimeters. 

=» Alden Belcher has moved his busi- 
ness, Alden Trophy House, Inc., to 
a new location in Boston at 387 Wash- 
ington St., rooms 304 and 312. The 
latter will serve as a stockroom. 
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=» Logemann’s jewelers at 437 W. 
Wisconsin Ave., Milwaukee, has com- 
pleted a $10,000 renovation. 

=» Carmen Stephens, formerly with 
Fred Frame Jewelry Co. in Dan- 
ville, Ill., is opening a watch repair 
shop at 16 E. North St. in Danville. 
» Groom & Sons, Flint, Mich., jewel- 


ers, have moved from 518 Harrison 


St. to the Atwood Bldg., 440 S. Sagi- 


| naw St. 
» The name of Imig’s Jewelry, an 


89-year-old Sheboygan, Wis., firm, 
has been changed to K. M. Garrison 


| Jewelers, Inc. Garrison purchased the 
| store at 621 N. Eighth St. in 1956. 
'm Harold A. Withers has 


moved 
Withers Jewelry in Loveland, Colo., 
from 345 Lincoln Ave. to 435 Cleve- 
land St. 

» William M. Baker has taken over 
management of the watch and jewelry 
repair department at Bing’s Jewelry 
and Optical Store, 13 Main St., Cham- 
paign, Ill. 

» Zale Jewelry Co.’s store at 814 
Broad Ripple Ave., Indianapolis, Ind., 
gave a new braille watch to a blind 
man whose watch had been stolen. 
Another Zale store, at 122 W. State 
St. in Rockford, Ill., presented a dia- 
mond ring to the first baby born in 
a Rockford hospital on July 4. 
Lang has been appointed 
manager of Newton’s Jewelry Store, 
Eighth and Main Sts., Dubuque, Ia. 
Lang has been affiliated for 22 years 
with the Bloomfield, Ia., jewelry store 
owned by the Lang family. 


_m Reynold Koze has opened a jewelry 
store at 13 N. Elm St., Three Oaks, 


Mich. 

» Joe E. Hinesley has purchased the 
Cowan Jewelry Store, 115 S. Wash- 
ington St., Crawfordsville, Ind. Hines- 
ley formerly was employed as a watch- 
maker at D. W. Williams Jewelry. 


«= Paul W. Becherer has retired and 


sold his jewelry store at 12 E. Main 
St. in Belleville, Ill., to LeRoy Haas 
and Eugene Reiniger. The name of 
Becherer’s Jewelry will be retained. 
» Freeman’s Jewelry Store in Mid- 
dletown, Ohio, has moved from its 22- 
year location at 1225 Central Ave. to 
Central Avenue and Broad Street. 

» Harold Slote has opened his second 
jewelry and appliance store, the 
Sterling Co., at 5625 Ridge Rd., 
Parma, Ohio, managed by Joseph 
Neidus. 

» Joseph Sears has purchased Ed- 
mund’s Jewelry store, 122 E. Second 
St., Casper, Wyo., from Edmund An- 
drew jeski. 

» Glenn H. Mortensen, formerly with 
Shaw’s Jewelry in Racine, Wis., has 
opened Mortensen’s Watch and 
Jewelry Repair Service in the Elm- 
wood Plaza Shopping Center in Ra- 
cine. 


athe. 


» Joseph S. Scull has_ purchased 
Shaw’s Jewelry, 205 Sixth St., Racine, 
Wis., from John Piller, who has re- 
tired. 

» Keith Langstaff, watchmaker for 
over 12 years at Kerr Jewelry in 
Streator, Ill., is now owner of the 
watch and clock repair department 
at the store. 

» Edward A. McDonnell has been 
named sales and display manager of 
the Goodman Jewelry Store, 94 E. 
Seventh St., St. Paul, Minn. 

= Leo Seligman has retired after 30 
years as co-owner of the National 
Clothing and Jewelry Co., 72-76 N. 
Chicago St., Joliet, Ill. Milton Wolf- 
son has acquired full ownership of 
the firm. Sidney Globus has taken 
over management of the jewelry sec- 
tion. 

» Charles Ascherman, Speidel dis- 
tributor in Michigan and northern 
Ohio, rescued a three-year-old child 
from drowning in a swimming pool 
Aug. 14. Ascherman, 58, made the 
rescue fully clothed, before lifeguards 
became aware of the incident. 

» Hubscher Jewelers has moved from 
225 S. Wabash St. to 215 S. Miami 
St. in Wabash, Ind. 

=» Maynard Levich has been appointed 
sales and promotion manager for the 
Al Levich Co., Third and Walnut 
Streets, Des Moines, Ia., dealers in 
diamonds, watches, cameras and other 
goods. 

=» Flavel and Mabel Fueger, oper- 
ators of a jewelry store in Peoria, 
Ill., since 1933, are moving Oct. 1 to 
Scottsdale, Ariz. They will open Fue- 
ger’s Jewelers there at 83 W. Main 
Street. 

» Donald F. Goldsmith has started 
D. F. Goldsmith Chemicals and Metals 
Corp., a smelting and refining busi- 
ness at 1020 S. Wabash Ave., Chicago. 
He was formerly with Goldsmith 
Brothers Smelting & Refining Co., 
Inc., of Chicago, which was acquired 
in 1960 by National Lead Co. of New 
York. 

s Wood’s Jewelers of Rock Island, 
Ill., will liquidate this month. The 
firm’s owners, Chester and Helen 
Watt, are retiring. 

» John Carol of Lorac Co., a Provi- 
dence, R. I., manufacturer of raw 
findings, visited the Chicago Jewelers’ 
Club while on a business trip to Chi- 
cago in August. 

=» Zale Jewelry Co. has acquired 
Peoria-Carson Jewelers, Inc., of Pe- 
oria, Ill., from Norman Kernis and 
Harry England. 

» Roger Gallentine, a Walnut, IIl., 
watch repairman, is now operating the 
jewelry store in Stockton, IIl., for- 
merly owned by Bernice Stephenson. 
» Alfred M. Altman is closing his 
retail store in Pekin, IIl., which he 
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established in 1941. 

s Julius Pahlas has sold his Elkador, 
Ia., jewelry store to Dale E. Ishman, 
a watch repairman formerly employed 
by Saboe Jewelery in West Union, Ia. 
» A committee composed of Sid Geller, 
chairman, Alvin Lauschke, Herman 
Kramer, Vince Newman and George 
Mason will nominate new officers for 
the Golden Roosters of Chicago for 
1961. New officers will be installed 
at the annual Rooster stag Oct. 20 at 


THE Se 


se William Coleman, a former man- 
ager of Gordon’s Jewelers, Pensa- 
cola, Fla., store, has been named man- 
ager of the firm’s outlet in the Pine 
Street shopping center in Ocala, Fla. 
» John’s Jewelry in Fairmont, W. Va., 
has moved from 327 Jefferson St. to 
expanded quarters at the corner of 
Jefferson and Meredith Streets. 

» About 2500 retailers attended the 
Cotton States Gift Show and Mid- 
South Jewelry and Gift Show, held 
concurrently in Memphis, Tenn., in 
August. 

es Ronald J. Smith has been ap- 
pointed manager of Rone Jewelry’s 
new store in the Brainerd Village 
shopping center in Chattanooga, Tenn. 
The firm has a downtown store in 
Chattanooga and a store in Knox- 
ville, Tenn. 

se Cunningham Jewelers in Fort 
Pierce, Fla., is moving from 216 
Orange Ave. to the corner of Second 
St. and Orange Ave. About $100,000 
is being spent to remodel the new lo- 
cation. 

» Lee Sluder has opened Sluder 
Jewelry in the Roberts Building in 
Marshall, N. C. 

« F. A. Burrows has opened F. A. 
Burrows’ Jewelers in Miami, Fla., at 
818 NW Third Ave. 

e The Gamse Co., dealers in whole- 
sale watches and jewelry, has moved 
from 1819 Fifth Ave. S. to 3847 Cen- 
tral Ave. in St. Petersburg, Fla. 
Floor space has been increased from 
600 to 750 square feet. 

» George Sternberg has moved his 
jewelry business in Orlando, Fla., 
from its Church St. location to 465 
N. Orange Ave. The business is now 
named Stern’s Jewelry and Art Cen- 
ter. 

s Talbert’s Jewelry in Salisbury, 
N. C., has moved into its remodeled 
quarters in uptown Landis. 

»s Walter Ray Breaux has joined 
Brandt’s Jewelry in Crowley, La., as 
watchmaker and manager of the re- 
pair department. 

se Anthony Talamo has opened Ta- 
lamo’s Jewelry, 4701 Westside Ex- 
pressway, Marrero, La., under the 
management of A. A. Greco. 

» Robert Kenney, owner of Hosken 
Jewelry in Cumberland, Md., showed 
a film and answered questions on dia- 
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the Bismarck Hotel in Chicago. 

» The Fort Jewel Shop, 519 Com- 
mercial St., Emporia, Kan., closed in 
September with the retirement of its 
owners, Leonard G. Fort and his wife, 
who founded the business in 1921. 
Fort served four years as president 
of the Kansas Retail Jewelers Associ- 
ation. 

» Rose Jewelers midtown Detroit store 
at 6538 Woodward Ave. is undergoing 
extensive modernization. 


SOUTH 


monds at a meeting of the Frostburg, 
Md., Rotary Club. 

=» Charles and Elizabeth Kerrison 
have opened a new jewelry store at 
285 King St., Charleston, S. C. The 
site has housed a jewelry store for 
105 years and was formerly the James 
Allan & Co., where the Kerrisons had 
been employed. 

=» LeRoy’s Jewelry Store in St. 
George, S. C., has named Katie Clem- 
ents as manager. 

» A $200,000 loan exhibit from the 
Smithsonian Institution was featured 
at the 10th annual show of the East- 
ern Federation of Mineral and Gem 
Societies in Asheville, N. C., in August. 
=» Moody’s Jewelers has opened in its 
new location at 735 Haywood Rd., 
West Asheville, N. C. 

» Fleishers Jewelers and Silversmiths, 
Queenstown shopping center, Mount 
Rainier, Md., presented a ring and a 
chest of sterling silver to Robin Car- 
ole Davis, “Miss Maryland” of 1960. 
The presentation was made when Miss 
Davis visited the store Aug. 17. 

» Ray J. Haydel has joined the staff 
of La Parisienne Jewelry Store in 
Lafayette, La., as executive manager. 
=» Gordon’s Jewelers has opened its 
fifth New Orleans store in Lakeside, 
managed by Joseph Smolensky. 

» Ernest L. Thomas, a member of the 
Florida State Watchmakers Commis- 
sion, has been named chairman of the 
watch repair advisory committee for 
Lindsey Hopkins Education Center, 
Division of Vocational, Technical and 
Adult Education, in Miami. 

» Morton C. Katz opened a new 
jewelry store bearing his name, Sept. 
28, in the Reisterstown shopping cen- 
ter, Reisterstown, Md. Katz’ two 
sons, Gordon and Bert, will be asso- 
ciated with the firm. Morton Katz 
was formerly with the S. & N. Katz 
organization of Baltimore, whose 12 
stores were sold this year to Reliable 
Stores Corp. 

=» Gordon’s Jewelers has opened a 
store in the Eastwood Mall in Bir- 
mingham, Ala., the chain’s fourth 
store in the Birmingham area. Maur- 
ice Baer is manager of the new store. 
» Kirk Jewelers in Meridian, Miss., 
has opened a second store in the 
Broadmoor shopping center. Manag- 
ing the new store is Earline Watkins. 
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=» The Imperial cultured pearl crown 
and a $1 million collection of Harry 
Winston diamonds were displayed at 
the opening of William House Jewel- 
ers in Greenville, Tex., in August. 

=» Shaw’s Jewelry Store in Odessa, 
Tex., has moved from 201 N. Grant 
St. to 516 N. Grant St. 

» Marks Bros., Jewelers is planning 
to open a jewelry store in Amarillo, 
Tex., and follow with other stores in 
Texas, New Mexico and Arizona. 

s» Linz Jewelers of Dallas provided 
the diamond accessories worn in the 
State Fair of Texas Sewing Fashion 
Festival. 

» Zale Jewelry Co. will be one of 10 
firms occupying an _ air-conditioned 
downtown mall in Abilene. Work on 
the mall began Sept. 1. 

» King’s Jewelers’ new store has 
opened at Sixth St. and Fifth Ave. N. 
in Texas City, Tex. The firm and two 
other local jewelers, Hetherington 
Jewelers and the Zale Jewelry Co.’s 
store, were among the merchants 
donating prizes in the city’s Swim 
Time Pageant. 

» M. W. Vines has opened Vine’s 
Jewelry Shop at 305 Northlake Shop- 
ping Center in Dallas. Vines has op- 
erated his own jewelry and repair 
business in the Mercantile Bank 
Building for the past eight years. 

» Archie L. Youngblood and Ralph 
have purchased Baker 
srothers Jewelers, 503 W. Will Rog- 
ers Blvd., Claremore, Okla., from Fred 
and Ben Baker. The Bakers, who have 
been in the jewelry business since 
1910, are retiring. 

mn Shedrick’s Jewelry in Guthrie, 
Okla., has moved from 100 W. Okla- 
homa Ave., into newly remodeled and 
larger quarters at 116 W. Oklahoma 
Ave. 

» Leo W. Carpenter, has moved his 
watch and jewelry repair business 
from a room in his home to a shop at 
6710 Sand Springs Road, Sand 
Springs, Okla. Carpenter is a grad- 
uate of the vocational rehabilitation 
center at Oklahoma State Tech. 

» A watch from Logan’s Jewelry in 
Sayre, Okla., was dropped from an 
airplane to demonstrate its sturdiness 
during a local celebration at Sayre 
Park. A watch identical to the one 
dropped was donated by the firm as 
one of the prizes awarded in a draw- 
ing. 

mn Robert M. Woods is in charge of 
the watch repair department at John 
A. Brown’s suburban store in Okla- 
homa City, in the new Penn Square 
shopping center. Assisting him is 
Robert Davis. 

» Hughes Jewelry in Midland, Tex., 
has moved from 203 W. Wall St. to a 
new and larger location in the North- 
land shopping center. The firm has 
expanded its gift line and the name of 
the store has been changed to Hughes 


Jewelry and Gift Shop. 

s Pierre Touraine, a custom jewelry 
designer, has opened a shop in the 
Guaranty Bank Building in Phoenix, 
Ariz. Touraine, a native of France, 
formerly owned a Paris shop and 
later worked at New York’s Harry 
Winston’s. 

=» L. C. Honeyman, operator of Petty’s 
Jewelers, 3019 Central E., Albuquer- 
que, N. M., has leased space in the 
Fair Plaza shopping center for an- 
other store, to be named Honeyman 
Jewelry. 

= Gordon’s Jewelers of Houston has 
opened an outlet in the Maryvale 
Shopping City in Phoenix, Ariz. 

=» Esther Westover has opened West- 
over Industries at 2298 25th Place in 
Yuma, Ariz. The firm will manufac- 
ture jewelry. 

=» Ephraim’s Jewelry in San Antonio, 
Tex., owned and operated by Ephraim 
Arrendondo, has moved from 122 to 
314 W. Houston St. 

=» Peacock’s Jewelers, a_nine-store 
chain in Texas, Oklahoma and Kan- 
sas, has leased 2400 square feet of 
space in Tulsa, Okla.’s new South- 
land shopping center, to be opened in 
1962. The firm, whose central offices 
are in Tulsa, has three other stores 
in that area. 

»s Johnny Whitten, a salesman for 
Gordon’s Jewelers in Little Rock, Ark., 
won a television set as first prize in 
a Gordon’s sales contest. Whitten has 
been with the firm for one year. 

» Alma Todd Goodman has been add- 
ed to the staff of jewelers at the 
Alamo Jewelry Co., 209 Alamo Plaza, 
San Antonio, Tex. Mrs. Goodman has 
had 27 years’ experience in jewelry 
design, manufacture and repair. 

» Sam Clements, watchmaker in 
Oklahoma City, Okla., has moved his 
shop from 2622 Classen Blvd. to 1207 
N.W. 16th St. 

» John Redfield, president of the 
Phoenix Advertising Club, spoke on 
“Truth in Advertising” at the final 
business session of the Arizona Re- 
tail Jewelers Association’s 22nd an- 
nual convention. The meeting was 
held Sept. 24-25 at the Hotel West- 
ward Ho in Phoenix, at the same time 
as the Phoenix Gift and Jewelry 
Show. A panel discussion on teenage 
credit, bad checks and shop lifting 
followed Redfield’s talk. Ben Rosner, 
president of the Association, presided 
over the business sessions. Also in- 
cluded in the convention schedule 
were: a review of recent activities of 
the RJA by Bernard N. Burnstine, 
executive vice-president; a film The 
Latest from the Watchmakers of 
Switzerland, presented by Bob West- 
over; and a “Fun Night,” Sept. 24. 
=» Nathan’s Jewelers in San Angelo, 
Tex., is observing its 30th anniversary 
this year. Owner Nathan Donsky also 
has a store in Brownwood, Tex. 
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WEST COAST 


=» Zale Jewelry Co. opened new stores 
in late August in Pasadena, Cal., at 
420 E. Colorado Blvd., and in Eugene, 
Ore., at 110 W. Broadway St. Art 
Friedland is managing Zale’s seventh 
California store. The Eugene outlet, 
third in Oregon, is managed by Cecil 
Mindle. The firm also named Jack H. 
Jeffs, assistant manager of its Ogden, 
Utah, store, to manage its Mesa, 
Ariz., unit. 

=» Al Jacobs & Sons, Jewelers, opened 
Aug. 15 in its new location at 7th 
Ave., and C St., San Diego, Cal. It 
was formerly at 1165 54th Ave. 

» Lawson-Schiller Jewelers has open- 
ed a store in San Diego, Cal.’s regional 
shopping center, College Grove. 

a Joe Harling sold his watch repair 
and jewelry business at 521 Main St., 
Woodland, Cal., to Clarence L. Tisher 
and Kenneth G. Burns, Sept. 1. 

=» Kay Jewelers will occupy a store in 
the new Southgate shopping center in 
Sacramento, Cal. 

s Hubbard-Denn Jewelers, 52-year- 
old Salt Lake City, Utah, firm, moved 
in August from 121 to 230 S. Main 
St. 

s Vera Williams has sold Williams 
Jewelry, 113 N. Main St., Riverside, 
Cal., to J. J. Dietrich. 

»s Donald Harris, manager of the fine 
jewelry department at Harris Co. in 
Riverside, Cal., has completed the 
diamond course offered by the Gemo- 
logical Institute of America. 

» Oregon Diamond Shops, affiliated 
with Robinson’s Jewelry in Oregon 
City, Ore., and Oregon Diamond Shops 
of Hillsboro, Ore., will open a store 
at 20 A Ave. in Oswego, Ore. 

=» Melby’s Jewelers, 109 W. Main St., 
Santa Maria, Cal., took over an ad- 
jacent store Sept. 1, and will estab- 
lish a gift department there in No- 
vember. 

» Bulova Watch Co. has established 
a West Coast warehouse at Berkeley, 
Cal., to handle shipments of the firm’s 
special products (radios, phonographs 
and electric razors) to retailers in 
the seven far western states. 

» The Central Coast Watchmakers 
and Jewelers Guild discussed the pos- 
sibility of cooperative television ad- 
vertising at its August meeting at 
the Hillside Inn near Pismo Beach. 
Cal. About 50 persons attended the 
group’s first annual family picnic 
Sept. 11. 

» Thomas F. McCabe, former assist- 
ant manager of Kay Jewelry Co.’s 
stores in San Francisco and Sacra- 
mento, Cal., has been appointed man- 
ager of the firm’s Oakland, Cal., store 
at 1208 Broadway St. The building 
has been undergoing remodeling. 

s The Western Association of Jew- 
elry Manufacturers elected Herman 
Abrams as president to succeed Mori 
Basch at their annual meeting in Los 
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Angeles. Arthur Reinherz was named 
vice-president; J. B. Swartzburg, sec- 
retary; and Ted Kane, treasurer. 

=» Hans Bagge, representative of Gi- 
rard-Perregaux watch line, has moved 
from room 510 to room 915 of the 
Jewelers Trades Building, Los An- 
geles. 

=» Herman Ostrin has purchased 
Barkley’s Jewelers, Ine., 5127 S. 
Broadway in Los Angeles. 

» Hawthorne Watch Co. of San Fran- 
cisco has opened a showroom, office 
and plant in Los Angeles at room 
236, Consolidated Building, 607 S. 
Hill St. Mimi Attie, vice-president, 
is in charge. 

« George Whitely, Inc., wholesale 
jewelry firm in San Francisco, has 
moved from 704 Market St. to room 
504, Jewelers Building, 657 Mission 
St. 

» Alvin I. Solomon has doubled his 
space with the remodeling of his busi- 
ness at 6636 Hollywood Blvd., Holly- 
wood, Cal. 

» Sam Haffner, Inc., wholesale jewel- 
ers, have, added William Kissam to 
their staff, to call on trade in South- 
ern California. 

» Bud Fields has purchased the busi- 
ness of C. E. Eggers in Grants Pass, 
Ore., and opened in a new location 
at 229 Southeast Sixth St. 

» J. H. Hanauer has opened Han- 
auer’s Jewelry in McMinnville, Ore., 
at the remodeled site of Dielscnneid- 
er’s. 

=» George Driver, for several years 
with the Washington state department 
of natural resources, has reopened 
Driver’s Time Shop in Bingen, Wash. 
« Edward Goldberg, manager of 
Weisfield’s Jewelry in Bremerton, 
Wash., for the past 15 years, has been 
appointed manager of the firm’s Sac- 
ramento, Cal., store. Norman Burns, 
formerly with the Sacramento store, 
replaces Goldberg. 

» Emil Hintz, formerly operator of 
a jewelry store in Portland, Ore., has 
moved to Kienow’s shopping center 
in Raleigh Hills, a nearby suburb. 

=» Thomas Norman has moved Dutch 
Village Jewelry in Portland, Ore., to 
4047 Southeast Sandy Blvd., former 
location of Englemann’s Jewelry. 

a Gordon Otto, jewelry manufactur- 
ers’ representative, has moved from 
1918 Lakeshore Ave. to 328 Wayne 
Ave. in Oakland, Cal. 

» The Santa Barbara Guild, Watch- 
makers and Jewelers, nominated of- 
ficers at its July 27 business meet- 
ing. The Guild’s annual barbecue 
was held at Franchesci Park, Aug. 24. 
=» Members of the Contra Costa 
Watchmakers and Jewelers Guild 
viewed a movie, The Chronograph 
Watch, furnished by the Watchmakers 
of Switzerland, at its Sept. 6 meeting 
in Concord, Cal. 
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The GENUINE Ebertin Bact 
Made and sold only by 
—Georges Ebertin— 
Clip backs, ear clips, 
combination clips 


far cata 
g ’ 


Georges Ebertin 


562 5th Ave., N- Y. 36, N. Y. © Circle 7-2610 








EMERALDS 


Loose or mounted. Memo selections to rated 
jewelers. Write 


I. WIDESS & SONS MAdison 6-147] 
220 W. Sth Street, Los Angeles 13, Calif. 











“ENTRE NOUS" 


SPARKLING RHINESTONE 
AND HAND-BEADED 
ENSEMBLES 


for inspired gifts 
| 


* 


($10) t 
Overall placque [i 
($15) hs 


MATCHING 
ACCESSORIES 
Retail $5 up 

® Paris Purses 
® Clutches 

® Billfolds 

® Cig. Cases 

® Eyeglass Cases 
® Key Cases $4 
® Lighters $4 
Individually 
gift boxed. 


316 Barrow Street, Jersey City 2, N. J. 
N. Y. Showroom 10 W. 33rd St., Suite 1102 
« 


SEE YOUR JEWELRY WHOLESALER @ 
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Executive Appointments 








Lerner 


Martin D. Lerner has been elected 
vice-president of Clifford Metal 
Sales Co., Inc., of Providence, 
R. I. Lerner has been credit man- 
ager and purchasing agent for the 
metals distributing firm. 


Milton C. Lauenstein, Jr. has join- 
ed Bell & Howell as assistant to 
Peter G. Peterson, executive vice- 
president and head of the com- 
pany’s photo products division. 
Lauenstein will assist in the de- 
velopment of long-range product 
planning for the division and the 
entire company. He came to Bell 
& Howell from A. T. Kearney & 
Co., management consultants. 


Harold Laine has joined the dia- 
mond firm of Arnstein Bros. & 
Co., New York, as vice-president 
in charge of production, buving 
and diamond merchandising. For 
the past 16 years Laine has been 
buyer and in charge of diamond 
merchandising for the Zale 
Jewelry Co. 


Lauenstein 


Schwebel 


Robert Schwebel has been named 
vice-president of American Time 
Products, Inc., of New York, a 
subsidiary of Bulova Watch Co., 
Inc. He will serve as the chief ad- 
ministrative officer under J. N. 
Heed, president of the subsidiary. 
The vice-president position is a 
new post at American Time, 
which manufactures frequency 
controls, ultrasonic cleaning de- 
vices and other timing and preci- 
sion instruments. Schwebel, who 
joined Bulova in 1955, will con- 
tinue as general manager of Bulo- 
va’s instrument jewel bearing di- 
vision. 


B. K. Wickstrum has been elected 
executive vice-president, director 
and member of the executive com- 
mittee of General Time Corp. of 
New York. He was formerly a 
senior vice-president of Sylvania 
Electric Products, Inc. Ralph H. 
Matthiessen has retired as chair- 
man of General Time, but will 
continue as a director. 





$4 


GORHAM SALES CLUB: Top salesmen of the Gorham Co. formed the nucleus 
of the Gorham Sales Club, organized at the firm’s sales conference in Providence, 
R. I. From left are: Joseph T. Sullivan, Everett B. White, David Colinan, Lee 
E. Todd, Russell A. Merrifield, John M. Wassong, Herbert D. Thompson and 
James T. Yarbrough. These eight men and Charles Hubbard, not pictured, 
received awards at the conference for highest May and June sales. 








Obituaries 











George Dewey Goff, Sr., 62, a 
prominent Florida jeweler, died 
Aug. 12 in Tampa, Fla. Goff 
opened his first store in 1936, in 
Tampa, added four branch stores 
in other Florida cities by 1939. He 
was active in Shriner and civic 
affairs. 

Jerome Wiss, 64, board chairman 
of Wiss Sons, Inc., Newark, N. J., 
jewelry firm, died in South La- 
guna, Cal., Sept. 10. Wiss, a former 
Essex County, N. J. assemblyman, 
had been in semi-retirement. 
Gustave A. Gran, 49, president of 
Gran & Co., Indianapolis, Ind., 
manufacturer of lodge and em- 
blematic jewelry, died July 20. 
His father, Adolph Gran, founded 
the firm in the early 1900's. 

D. H. DeNardo, 75, president of 
D. H. DeNardo & Co., the Brad- 
dock, Pa., retail jewelry firm he 
founded in 1906, died Aug. 3. He 
was a native of Soriano, Italy. 
Isidor Stern, 80, a retired Newark, 
N. J., jewelry manufacturer, died 
Aug. 24. He founded the Stern 
Manufacturing Co. in Newark in 
1921, now known as M. H. Stern 
& Co. 

Justis Frederick Fradley, a _ re- 
tired Wall Street broker, died 
Sept. 5. He was the son of the late 
Joseph T. Fradley, a New York 
silverware manufacturer, and 
father of Peter G. Fradley, 
tant executive secretary of the 
Manufacturing Jewelers and Sil- 
versmiths of America Inc. and 
editor of American Jewelry Manu- 
facturer. 

Richard O. Weiss, 46, manufac- 
turer of watch dials at 5 S. Wa- 
bash Ave., Chicago, died in Au- 
gust. 

Stanley C. Mayer, principal owner 
of Mayer Jewelers, 4032 Milwau- 
kee Ave., Chicago, died in August. 
Gihei Ishihara, 70, one of the first 
jewelers of Japanese ancestry in 
Hawaii, died at his home in Hono- 
lulu Aug. 10. 

Allan L. Daniells, 84, former gen- 
eral manager of Ingersoll Watch 
Co., died Sept. 1. 

Jessie Harper Settle, 86, operator 
of Settle-Evans, Russellville, Ky., 
jewelry store founded by her 
father in 1867, died Aug. 5. Miss 
Settle entered the business at 16, 


aSslis- 


jewelry store in Elizabeth, 


was active in its management un- 
til she became ill this year. 

John J. Britt, 66, owner of a 
N. du 
died in July. 

Earle E. Anthonson, 61, silver 
buyer for Martin’s China, Crystal 
and Silver Shop in Washington, 
D. C., died in July. 

Charles E. Mather, 55, owner of 
a jewelry store in Manchester, 
Conn., died July 31. 

Bonnie Maurice Solin, 54, Chico- 
pee, Mass., jeweler for 31 years, 
died July 31. 

George E. Facey, 45, a jeweler in 
East Longmeadow, Mass., died 
Aug. 12. 

Dr. Victor Carlson, 83, an optome- 
trist and jeweler in Pittsburgh, 
Pa., for 50 years, died Aug. 4. 
Alton Theodore Moberg, 53, co- 
owner of the McNeel Jewelry Co. 
in Houston, Tex., died Aug. 17. 
Henry Van Cutler, 77, associated 
with Rogers Jewelry Co. in Scran- 
ton, Pa., for more than 55 years, 
died Aug. 5. 

Eric O. Jonsson, 62, a jewelry en- 
graver in St. Petersburg, Fla., 
died Aug. 10. 

George J. Paquin, 51, owner of a 
jewelry store in Providence, a 


died Aug. 4. 

Joseph A. Kounowsky, 67, Plain- 
view, Tex., jeweler, died Aug. 8. 
Walton J. Miller, 71, owner and 
operator of the Miller Jewelry 
store in Sapulpa, Okla., for 30 
years, died Aug. 1. 

Alfred Schupp, a Los Angeles, 
Cal., jeweler, died July 28. 

Mary Alice Shown, of the Stacy 
Shown Jewelry Shop in Seattle, 
Wash., died in July. 

Stanley E. Lovett, formerly of 
Lovett’s Jewelers in Sacramento, 
Cal., died in July. 

Isaac Soren, 73, a retired Phila- 
delphia jeweler, died Aug. 2. 
Irving Sturner, 51, former presi- 
dent of Irving Sturner, Inc., cos- 
tume jewelry manufacturing firm 
in Buffalo, N. Y., died July 31. 
Peter W. Suttin, 84, a New Haven, 
Conn., jeweler for over 50 years, 
died July 24. 

Harry T. Love, 90, a jeweler in 
Salem, Ore., who retired this year, 
died July 16. 

E. Paul Shaw, 84, former Minne- 
apolis, Minn., jeweler, died Sept. 
1 in Redding, Conn., at the home 
of his daughter, Mrs. Elmo Roper, 
wife of the public-opinion ana- 
lyst. 
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Planning A STORE 2E-WIDE SALE? 


WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 


J. BIELER PROMOTIONS 29. Madson St Uepworth Bld.) Chenge 2, Uh 


$50.00 

IS YOUR 
COST—FOR 
OUR “DO-IT 
YOURSELF" 
COMPLETE 
PROMOTION 
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COMING EVENTS 


OCTOBER 


7-9—Fashions in Jewelry, under 
the auspices of the Greater Detroit 
Jewelers Association, the Light Guard 
Armory, Detroit, Mich. 

8-9—Florida State Watchmakers 
Association annual convention, 
Cherry Plaza Hotel, Orlando, Fla. 

9—Massachusetts-Rhode Island Re- 
tail Jewelers Association annual con- 
vention, Somerset Hotel, Boston. 

9—Kentucky Retail Jewelers Asso- 
ciation annual meeting, Kentucky 
Hotel, Louisville, Ky. 

i16—Kansas State Retail Jewelers 
Association Business and Sales Clinic, 
Broadview Hotel, Emporia, Kans. 

20—Manufacturing Jewelers and 
Silversmiths of America, Inc., annual 
dinner meeting, Garden Room, Shera- 
ton-Biltmore Hotel, Providence, R. I. 

28-Nov. 4—18th semi-annual United 
Jewelry Show, Sheraton-Biltmore Ho- 
tel, Providence, R. I. 


JANUARY 
8-13—Atlantic City China and 
Glass Show, Convention Hall, Atlan- 
tic City, N. J. 





15-20—New York Lamp and Home 
Furnishing Accessories Show, Hotel 
New Yorker and Trade Show Build- 
ing, New York. 

22-25—Washington Gift Show, 
Willard Hotel, Washington, D. C. 

22-27—52nd California Gift Show, 
Ambassador and Biltmore Hotels, 
Brack Shops, Merchandise Mart, Los 
Angeles. 


FEBRUARY 


5-12—-Chicago Gift Show, Palmer 
House and LaSalle Hotels, Chicago. 

18-20—-Washington Retail Jewelers 
Association annual convention, Olym- 
pic Hotel, Seattle, Wash. 

19-23—Spring Allied Gift and 
Jewelry Show, Hotel Adolphus, Dal- 
las, Tex. 

26—Illinois Retail Jewelers Asso- 
ciation annual convention, Peoria, 
Ill. 

26-Mar. 3—New York Gift Show, 
Hotel New Yorker and Trade Show 
Building, New York. 


MARCH 


5-9—Boston Gift Show, Hotel Stat- 
ler and First Corps Cadet Armory. 








DON'T HANG THE 
WATCH! HANG 
THE “JEM-TAG” 


Save time, labor and dol- 
lars in your Repair Dept. 
with this most efficient tag 
recording system. Small 
numbered tag attaches to 
watch. Record filing card, 
records description of 
watch, work to be done, 





price charged and illustra- 
tions of parts to be re- 
placed. Customer’s receipt, INTO 
guarantee and sales _ pro- 
motion aid. Created by a 
jeweler. Time 


tested. If you wish, before 


practical 


you order, let us send you 
a sample. 
ORDER BLANK 
JEM-TAGS 7 bedi 
() 14.75 PER M. 2000 LOT—29.50 
(}) 14.00 PER M. 3000 LOT—12.00 


() 13.25 PER M. 4000 LOT—53.00 





() 12.50 PER M. 5000 LOT—52.50 





JEM-TAG 
DIVIDES 


1. 
WATCH TAG 
2 


FILING 
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CUSTOMER'S 
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JEWELERS 


18—Manufacturing Jewelers and 
Silversmiths of America, Inc., annual 
banquet, Statler Hotel, Boston. 

18-19—Kansas State Retail Jewel- 
ers Association annual convention, 
Hotel Lassen, Wichita, Kans. 

19-22—-Philadelphia Gift Show, Ho- 
tel Benjamin Franklin, Philadelphia. 


APRIL 
19-21—Manufacturing Jewelers 
and Silversmiths of America, Inc., 


convention and industrial exposition, 
Sheraton Biltmore Hotel, Providence, 
ae 


FTC clarifies its stand 
on plating, guarantees 


Only those products with a sub- 
stantial coating of pure gold me- 
chanically applied merit the de- 
scription “24-karat gold-plated.’ 

This was the ruling handed down 
by a Federal Trade Commission 
hearing examiner in an amended 
initial decision. The decision may 
be appealed, stayed or docketed for 
review. 

The case involved was an FTC 
complaint against a firm alleging 
that the ‘“24-karat gold-plated”’ 
term was improperly used to de- 
scribe merchandise surface-coated 
with gold or gold alloy by an elec- 
trolytic process. 

The FTC has also further clari- 
fied its stand on guarantees. Too 
little time or too little space is no 
excuse for falsely advertising the 
guarantee on a product, it says. In 
addition, such practices are an in- 
vitation to adversary action by the 
Commission. 

This opinion came in reply to 
inquiries from advertisers who 
pointed out that a 10-second “spot”’ 
radio or TV commercial does not 
offer enough time to qualify the 
dramatic claim, guaranteed. 

In regard to “spot” commercials, 
John R. Heim, director of the 
FTC’s bureau of consultation, said 
that “guarantees are such a com- 
pelling sales point that, whether it 
be in inches of newsprint or the 
average commercial’s 10-to-60-sec- 
ond time span, if space does not 
permit disclosure of a guarantee’s 
terms and conditions, the guaran- 
tee may not be mentioned.” 

The number of cases involving 
guarantees prompted the Commis- 
sion to issue its Guides Against 
Deceptive Advertising of Guaran- 
tees to help advertisers voluntarily 
comply with the regulations. 
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News of Personnel 








Nelson Ewing has been appointed 
director of product development by 
Towle Silversmiths. He was formerly 
design director and merchandise 
manager of Elgin National Watch Co. 
where he won the U. S. A. Diamond 
Award in 1955. 


Charles R. Lunney has been named 
manager of advertising and sales 
promotion for General Electric’s tele- 
vision receiver department in Syra- 
cuse, N. Y. 


Jack Sloves, for over 35 years head 
of the company watch supply bear- 
ing his family name, is now repre- 
senting D.R.S., suppliers to the 
watch and jewelry industry. 


Roger Jean-Pierre has been named 
couture consultant for Coro Interna- 
tional and Vendome. He was one of 
four winners of the 1960 Neiman- 
Marcus Fashion Awards. 


New sales representatives for Rob- 
bins Jewelry Co. of New Orleans in- 
clude: 

Ewing W. Moore, who will take 
over the Houston, Tex., area. 

Frank Noel, Jr., who will cover 
western Tennessee, Alabama and 
Georgia. 


Nat Post has joined Reese Jewelry 
Corp. of New York to cover the cen- 
tral section of the country—Ken- 
tucky, Tennessee, Alabama, Missis- 
sippi, Indiana, Ohio, Michigan, IIli- 
nois and Iowa. 


New manager of the Prill Silver 
(‘o. sales department in New York is 
Arthur C. Vinecour. 


James Cruickshank has been ap- 
peinted line planning manager of 
Hamilton Watch Co.’s Wallace Sil- 
versmiths retail division. 


James Cruickshank William T. Brown 

William T. Brown has been named 
supervisor of the creative design de- 
partment, also at Wallace. Both men 
will have their headquarters at Ham- 
ilton’s Lancaster, Pa., plant. 
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Hamilton has also made these ap- 
pointments in its field sales force: 

John H. Hoober has been named 
district sales manager of Hamilton’s 
Midwest territory. He had covered 
the West Coast sales territory for 
the past nine years. 


John H. Hoober William J. Stoops 

William J. Stoops has been trans- 
ferred from Kentucky to the West 
Coast territory. He has been a Ham- 
ilton sales representative since 1952. 


Daniel M. Adams has transferred 
from the Ohio area to the Kentucky- 
Tennessee sales territory. 


Grover Aldrich Daniel M. Adams 
Grover F. Aldrich, a recent gradu- 
ate of the company’s sales training 
program, goes to the Columbus and 
Cincinnati, O., sales territory. 


Michael Orloff has been named 
manager of the Rensie Clock Divi- 
sion of Rensie Watch Co., Inc., New 
York. Mr. Orloff was formerly presi- 
dent of Orbros, Inc., watch and clock 
importers. 


New sales representatives for Cali- 
fornia Molded Products, Inc., Santa 
Paula, Calif., include: 

J. J. Fitzpatrick Co. of Cincinnati 
to cover Ohio, Indiana, Kentucky and 
Tennessee. 

Miller Associates of Detroit to 
cover Michigan and Lucas County, O. 

Morris Fox & Associates, Massa- 
pequa Park, N. Y., to cover New 
York (excluding New York City), 
New Jersey, Pennsylvania, Maryland 
and Washington, D. C. 

















You've probably heard a lot 


Use the 
JC-K Directory 


of talk these days 
about subliminal advertising 


—you know, that form of sell- 


Use the 
JC-K Diurectory 


ing that happens 
without your knowing it. Its 
advocates explain that, for 
example, your eye jcc Dircetory 
picks up a message flashed 
on a screen and transfers it 


to your brain — below the 


Use the 


JC-K Directory of con- 


threshold 
sciousness. Evidence that a 
drive-in movie has used this 
method successfully to sell 
coca-cola and ,,.-%;"",,,, POp- 
corn is rather sketchy. Per- 
haps this subtle method ef- 
fectively sells refreshments. 
JC-K, however, prefers the 


time-tested, more obvious ap- 


proach — USE THE JC-K 
DIRECTORY! 
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Heirloom goes to classic 18th 
Century for hollowware design 


Heirloom Sterling Division of 
Oneida Silversmiths has introduced a 
new line of antique-inspired silver- 
plated hollowware to supply recent 
demands for Early American pieces. 

It is called “Colonial Suite.” 

The final finish given the pieces is 
said to reproduce the soft richness 
and color achieved by 18th Century 
American silversmiths. The company 
says the “bloom” known as “fire skin”’ 
was originally created by repeated 
heatings required to form the shapes. 

Oneida does not reveal how it 
achieves the “fire skin” effect. 

The company says all scalloped 
edges are hand finished before plating 
to achieve an especially smooth finish. 
Feet, spouts and handles are all in- 
visibly applied to the pieces. 

The series is offered in three-piece 
coffee services with either 12%-inch 
or 15-inch round trays, two-quart bev- 
erage pitcher, and footed and scallop- 
ed bowls in 4, 6, 8 and 10-inch diam- 
eters. Individual pieces may be pur- 
chased separately. 

Distribution will be through fran- 
chised Heirloom Sterling dealers. 


Movie advertising company has 
films for jewelry store use 


Theatre-Screen Advertising Bureau 
has developed a series of movie house 
advertisements suited for the local 
jewelry store’s message. 

Films have been produced by such 
ring manufacturers as Keepsake, Art- 
carved, Starfire, Feature Lock, and 
Columbia. Watch manufacturers who 
have suitable films for movie adver- 
tising are Elgin, Gruen, Hamilton. 
Wyler and Mido. 

The company also has in its files 
films on costume and fine jewelry, sil- 
verware, crystal, china, gifts for 
brides and other special occasions, and 
watch repair. 
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Cost of the service is approximately 
$5 per thousand adults in the theatre 
audience. 

Jewelry stores may “tie in” with 
the national advertiser’s product 
through the use of a “trailer” which 
mentions the local jeweler’s name and 
location. The last third of every film 
features the local jeweler. 

The ads may be used in drive-ins 
or movie houses. The jeweler selects 
the theaters where his messages are 
shown. 

Contact Theatre-Screen Advertising 
Bureau, 437 Merchandise Mart, Chi- 
cago, for names of member film dis- 
tributors across the country. 


Charming twist: Miss Liberty's 
tiny torch really lights up 


It took a New York jeweler, a 
ieader in the electronic field, and a 
top flight battery maker to do it— 
but now there are charms that light 
up. 

This should complete the cycle that 
began with the charms that move and 
the ones that play tunes. 

Marchal Jewelers has produced a 
lighted Christmas tree, the New 
York skyline at night, the Statue 
of Liberty, an old gas lamp and a 
lighted church. 

If you have trouble finding the key 
hole at night, there’s the 14K gold 
key with a light at the top ($48 re- 
tail). 

Sylvania Electric Products develop- 
ed the bulbs—“the smallest incandes- 
cent lamps ever produced on an as- 
sembly line.” 

They are called “Mite-T-Lite.” 

P. R. Mallory & Co. developed the 
battery that is no larger than a se- 
quin. 

The charms have been named “Mar- 
chalites,” and will retail from $39 
to $90. 

The Miss Liberty charm was chosen 
for the “light treatment” because it 
is Marchal’s all-time favorite from 
the collection of 14K novelties. 

Other subjects in the series, not 
shown, are Santa Claus, a house, globe 
of the world, and a princess telephone. 

Some incidental facts: 

The Sylvania bulb is small enough 


to pass through the eye of a darning 
needle. 

The platinum lead wires from the 
battery to the bulb are less than one- 
tenth the diameter of human hair. 

The lamp can be seen in a normally 
lighted room when the wearer presses 
on the bottom of the charm. 

The charms are available from 
Electronic Charm Corp., 3956 Long 
Beach Rd., Island Park, N. Y. 


Wyler's motion display shows 
inside story of balance wheel 


Three circles that rotate and spin 
—seemingly without cause—are the 
focal point in a new display for Wyler 
watches. 

They show Wyler’s “Incaflex”’ bal- 





















































ance wheel and point out that it is 
guaranteed against shock for life. 

The display is offered in a $110 
Keystone package with an “Aladdin” 
man’s watch with J. B. band. The 
watch retails at $59.95. 

Contact Wyler Watch Corp., 131 E. 
23rd St., New York. 


imperial Pearl Syndicate shows 
collection of South Sea pearls 


Imperial Pearl Syndicate will show 
the first comprehensive collection of 
rare South Sea pearls since the 
Thirties in a cross-country show this 
fall. 

The pearls come from Burma and 
Indonesia and are valued from $1200 
to $20,000 each. They are distin- 
guished for their large size, unusual 
shape, luster and color. 

South Sea pearls are large because 
they are cultured in the huge golden 
lip oysters which are 12 inches in di- 
ameter. Japanese pearls, on the other 
hand, come from oysters four inches 
in diameter. 

Because of their size, the South 





Sea oysters produce a large amount 
of nacre in a short time. They range 
in color from silvery white to rosea, 
cream rosea, silvery blue, gold, green 
gold and light gray. They grow in 
many shapes. 

Most of them are one-of-a-kind 
and are unmounted for use later as 
custom-made jewelry. 

Imperial first attempted to resume 
Indonesian pearling in 1955, but the 
political situation interfered. It has 
since been halted. 

Burma, on the other hand, gave 
Japanese pearl growers the exclusive 
fishing rights some years ago. De- 
spite typhoons, political unrest and 
piracy, 1960 saw the first commercial 
crop from the Burmese waters. 

The collection started its cross- 
country exhibition in New York last 
month. 


Kreisler captures ‘boudoir' 
theme for "Boutique" bands 


The newest display unit for “Bou- 
tique” watchbands by Kreisler com- 
bines sculpture and a “boudoir” theme. 

A bust of a patrician woman, 
mounted on an ebony base stands 
with a mock boudoir mirror, upon 
which the watchbands are displayed. 
The “Boutique” series features “Ad- 
just-O-Matic” links with expansion 
center snap and safety chain. 

For details contact the advertising 
department of Jacques Kreisler Man- 
ufacturing Corp., North Bergen, N. J. 


Benrus places first consumer 
magazine ads in 20 years 


Benrus Watch Co., which has ad- 
vertised primarily on radio and TV 
for the past 20 years, has scheduled a 
major slice of its 1960 fall and Christ- 
mas advertising for national con- 
sumer magazines. 

Theme of the ads is: “You'll swear 
your Benrus has nine lives, too!” A 
sleek black cat dominates the ad copy. 
The Benrus three year unconditional! 
guarantee is also featured prominent- 
ly. 
The ads will appear in black-and- 
white and color. They are scheduled 
between now and New Year’s in Life, 
Look, The Saturday Evening Post, 
Argosy, Ebony, Field and Stream, 


JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 1960 


~. 


y I . . 
You'll swear your Benrus has nine lives, too! 
Styfed for a new decade of elegance. Watches by Benrus. bedlt io lest and last. and 
t’ The movement « the remarkuble 17 awel ca more Benrus movement which car- 
ries this L ncondiaonal 3-Year Crcarantice: bf mast rar properi nrus will repair 


> yo 
t or replace a free and iast Tu 2 or to get...@ Bears is the REN RUS 
your foweker’s, front $25.00 


oresemt with the guarantgnd fatuce A+ ’ 
Unecoméitionally Guaranteed far > Years 


Farm Journal, Good Housekeeping, 
Ladies’ Home Journal, McCalis, New 
York Times Magazine, Parents and 
Better Homemaking, Sports Afield 
and True. 

Benrus’ network TV schedule in- 
cludes co-sponsorship of the CBS two- 
hour production of The Wizard of Oz 
on Sunday, Dec. 11. 

Direct mail and counter displays 
have been developed to help the jew- 
eler tie in with the national campaign. 


Watchmakers of Switzerland 
mail supplements to catalogue 


Two new supplements to the Official 
Catalogue of Swiss Watch Repair 
Parts have been mailed to all U. S. 
jewelers. 

Supplements represent parts-order- 
ing and identification data for the ma- 
jority of Swiss jeweled-lever watch 
calibres produced within the last few 
years. 

They bring up-to-date either the 
one or two-volume catalogues now 
held by jewelers. 

With the catalogue and supplements 


watchmakers may identify by trade- 
mark and number more than 1000 
manufacturer and ebauches move- 
ments. All are illustrated. 

Movements are grouped according 
to type and size, including reproduc- 
tion of mechanism parts in exact de- 
tail. 

Jewelers who do not have an Offi- 
cial Repair Parts Catalogue on hand 
may get one free by writing The 
Watchmakers of Switzerland, c/o 
Suite 1105, 730 Fifth Ave., New York. 


Croton publishes 16-page 
listing of 1961 products 


Croton Nivada Grenchen and Sus- 
sex, a Croton division, have published 
a 16-page catalogue. 

The listing features a four - page 
color insert showing Croton’s “Color- 
ama VI—the single watch that be- 
comes six” through changing color 
panels surrounding the face. 

For a copy contact Croton Watch 
Co., Inc., 404 Park Ave. S., New York. 


Reed & Barton launches sale 
for "Town & Country” sterling 


~ 


A fall sale to last until the end of 
the year has been announced by Reed 
& Barton Silversmiths for their 
“Town & Country” sterling silver tea 
services. 








First prize winners in Pearls by Deltah contest fly to Miami 


ne a 


Winners of a Pearls by Deltah, 
Inc., “Royal Vacation” contest have 
been awarded a total of 54 prizes— 
including trips to Miami Beach for 
two which were given the top entrants 
from three geographical areas across 
the country. 

Contestants told “Why I prefer to 
sell Deltah simulated pearls .. .” 

First prize entrants who fly to 
Miami Beach where they stay in a 


beach-front hotel were (from the 
left) : ‘ 

Milton Lebo (with Mrs. Lebo) of 
Milton’s Jewelers, Los Angeles; Mar- 
tha Sageman of Sageman’s Jewelry, 
Sandusky, Mich., and Harley H. Ross 
(with Mrs. Ross) of Central Jewelry 
Co., Atlanta. 

The 51 other winners received 
prizes of Deltah cultured or “Cul- 
tique” simulated pearls. 
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The regular retail price of the five- 
piece tea set with a harmonizing tray 
in silverplate is $450. The set is be- 
ing offered until Dec. 31 at $350. 

November issue of House Beauti- 
ful announces the sale. Dealer tie-in 
aids include free newspaper mats, 
laminated window or counter plaque, 
and statement stuffers. 

The three-piece T&C coffee set will 
retail at $185, with the harmonizing 
tray priced at $55 compared with the 
regular $75 price tag. Customer sav- 
ings on the set is $63, the company 


Says. 





Work lamp has five intensity 
settings for different jobs 


A new work-bench size lamp has 
been designed to give the watchmaker 
or jeweler any of five light intensities 
he needs for his work. 

The light shaft has three joints 
for reaching any position, and the en- 
tire shaft rotates 360 degrees. The 
shaft is also removable, and with its 
742 foot extension cord, may be used 
as a hand lamp. 

A five-stage switch on the base al- 
lows selection of any of its five lamp 
intensities. It uses a standard GE 
1133 bulb. 

Bulb life varies from 10 hours to 
15,000 hours, depending upon the in- 
tensity used. 

It has an electric outlet in the base 
for use of other appliances in con- 
junction with the lamp. 

They are $50 from Tensor Electric 
Development Co., Inc., 1873 Eastern 
Parkway, Brooklyn. 


College Seal brochure outlines 
school ring plan for jewelers 


College Seal will soon have ready 
a brochure explaining how local jew- 
elers can become distributors for class 
rings to their local high schools. 

The brochure outlines three plans 
by which the jeweler can supply the 
rings at a small investment. 

The packages come complete with 
display and merchandising kit. They 
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also include such selling aids as news- 
paper mats, window banners, counter 
cards, publicity releases, bill stuffers 
and postal card mailers. 

For a copy of the brochure, con- 
tact College Seal, 236A Broadway, 
Cambridge 39, Mass. 


Airlines ‘Flight Bags’ are 
reproduced in charm line 





Wells Manufacturing Co. has intro- 
duced a line of charms styled after 
the popular ‘flight bags’ many airlines 
give to their customers. 

They are produced in sterling or 
14K. They retail from $1.50 to $27. 

Most domestic airlines are repre- 
sented in the assortment, and many 
foreign air lines are either included 
with the basic group or are available. 

Wells’ new display featuring a jet 
passenger plane and a dozen of the 
charms is included free with a $30 
order. 

Contact Wells Manufacturing Co., 
Attleboro, Mass. 


General Charms produces new 
catalogue of its products 


General Charms has produced a 
new catalogue which shows each of 
its charms in its actual size. It is 
alphabetized and indexed for quick 
reference. 

Contact General Charms, 48 W. 
48th St., New York. 


Massachusetts jeweler wins 
first prize in Benrus contest 


Elliott D. Halpin, owner of Elliott’s 
Jewelers, Fitchburg, Mass., has been 
announced as winner of Benrus’ “Un- 
conditional Three-Year Guarantee 
Contest.” 

The competition was open to jewel- 
ers and their employees. Their entries 
were explanations of the Benrus 
three-year guarantee. 

Mr. Elliott won a $1000 savings 
bond. 

Second prize, a $500 bond, went to 
Mrs. Grace Carter of Rosenberg Jew- 
elers, Ltd., Columbus, Ga. 

Harry R. Balin, of Southern Jew- 
elry Co., San Antonio, Tex., received 
third place and a $100 bond. 

The next ten award winners—$25 
bonds—were: Gene B. Ruth, manager 
of Willauer Jewelers, Pottstown, Pa.; 
Alexander R. Karp, Berman’s Jewelry 
Stores, Clarksburg, W. Va.:; Charles 
Eventoff, salesman for Gary Jewelers, 
Jamaica, N. Y.; I. Joe Beck, manager 


of The Lewis Store, Akron, O.; Wil- 
liam J. Stangl, of Allentown, Pa.; 
Harry L. Potter, salesman for Harry 
Ritchie Jewelers, Eugene, Ore.; Mrs. 
E. Green, buyer for Sacks Sales, Inc., 
Endicott, N. Y.; Arch R. Shinder, 
salesman for Lawson’s’ Jewelers 
(Mills Jewelers), Long Beach, Calif.; 
Theodore Freidrich, of Bamberger’s, 
Newark, N. J.; and Howard H. Pal- 
mer, salesman for Savitt Jewelers, 
Hartford, Conn. 


Sleigh center-piece is part 
of Rust Craft promotion kit 


A two-foot-long Santa’s sleigh cen- 
terpiece has been included in the 1960 
Rust Craft Christmas promotion kit. 

The blue and green cardboard unit 
stands a foot high. It may be filled 





with greeting cards, gift wraps and 
ribbons or other Christmas merchan- 
dise. 

The promotion kit includes, in addi- 
tion to the sleigh, window signs, 
streamers, and newspaper mat proofs. 

Contact Rust Craft Publishers, 
Dedham, Mass. 


Pearls by Deltah offers bonus 
in "Bouquet of Beauties’ series 


Jewelers who order the Pearls by 
Deltah simulated pearl series called 
“Bouquet of Beauties” will receive 
three free necklaces. 

The company offers the 16-necklace 
package, with two sets of matching 
earrings, in satin lined gift cases. 
Included in the collection are the 
three free necklaces. 

Contact your Deltah distributor. 


Wood tries to snag bachelors 
for Christmas Artcarved sales 


The Artearved Christmas Club will 
come to order! All married men will 
please leave the room. 

Artearved Division of J. R. Wood & 
Sons, in aiming its fall sales pitch at 
the young, unwary bachelor, has duly 
organized and chartered the Christmas 
Club. 

The bachelors are invited—“urged”’ 
in Artcarved’s words—to join the 
club by making a down payment on a 
ring for the lady of their choice, so 
they may present the ring at Christ- 
mas time. 

The membership card for the club 
is imprinted on a payment record 
card. 
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Artearved also provides’ booster 
pins for the member or his gir] friend. 

The campaign begins in October, 
soon after colleges begin their regular 
fall sessions. Artecarved’s “Evening 
Star” line is being specifically pro- 
moted in the campaign. 

Display cards will proclaim: ‘“Bach- 
elors! Less than 90 days left to make 
this your happiest Christmas.” “Bach- 
elors! Surrender Now. Join our Art- 
carved Christmas Diamond Club.” 
“New! Most Distinguished Club in 
Town. For Bachelors Only.” 

The Division is also placing two- 
column ads in 150 college newspapers 
across the country. BBDO, the com- 
pany’s advertising agency, has de- 
signed the campaign. 


Chatham-created emeralds will 
have strong fall ad campaign 


Cultured Gem Stones, Ince., dis- 
tributing agency for Chatham-cre- 
ated emeralds, is instituting an “in- 
tensive fall advertising and promo- 
tional program” in national consumer 
magazines. 

Color ads featuring the man-made 
stones will appear in the October is- 
sue of Vogue, the November Harpers 
Pazaar, and Mademoiselle, and the 
December numbers of Esquire and 
Coronet. 

Retail selling aids in the promotion 
will include four-color booklets, coun- 
ter cards, radio scripts, ad mats, and 
window displays. 

For further information, write Cul- 
tured Gem Stones, Inc., 586 Fifth 
Ave., New York. 








Elgin uses ‘speedboat’ to show 
“Yachtsman”" watch series 


A formed plastic “speedboat,” fully 
equipped with a blonde pulling two 
presentation cases—water ski-style— 
and a propeller that turns constantly 
are part of Elgin National Watch 
Co.’s “Yachtsman” watch display. 

The window or counter unit was de- 
signed to show the durability and 
waterproof features of the new Elgin 
line, 

The display is 16 inches high, 16 
inches wide and five inches deep. It 
stands on a wooden base with metal 
supports. 

Watches used in conjunction with 
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the tow-lines may be changed easily. 
The unit is shipped completely as- 
sembled and needs only an electric 
cutlet for operation. The propeller op- 
erates at 60 revolutions per minute. 
Contact your Elgin sales represen- 
tative. 


Forstner produces pendants 
of cultured pearls and spinels 


As part of its 40th anniversary 
promotion, Forstner, Inc., has added 
to its line a series of cultured pearl 
and synthetic spinel pendants. 











They vary from two to four gems 
hung on 12K gold filled or sterling 
silver chains. 

The pendants are mounted on a 
new stand-up counter or window dis- 
play. 

Contact Forstner, Inc., Irvington, 
N. J 


Oneida consolidates bridal 
ads in 5-page “printacular” 

Oneida Silversmiths will advertise 
its lines of sterling, silverplate, stain- 
less and melamine dinnerware for the 
bridal market this fall and winter in 
a five-page “printacular.” 

The “printacular” is designed to 
blanket the bridal market for the 
next six months. 

It will appear in October and Jan- 
uary in The Bride’s Magazine and 
jride & Home, and in September and 
November issues of Modern Bride. 

A single line will dominate all five 
pages—“‘Oneida Silversmiths set your 
table and you apart.” 

A number of special promotions will 
be based on the “printacular” for use 
by bridal consultants and retailers. 


RCA clock and table radios 
get ‘slim-line’ cabinets 


The RCA Sales Corp. has produced 
10 table and clock radios for its 
“Flairline” series, and the company 
says they have these four new fea- 
tures: 

The slim-styled cabinets are less 
than four inches deep. The chassis is 
cooler operating, and more efficient. 
They have a new “Filteramic” an- 
tenna that screens out most electrical 
interference. And they have larger 
speakers than earlier models. 

The new line consists of five table 
models, ranging in price from $19.95 
to $29.95 retail, and five clock radios 
priced from $24.95 to $39.95. 


The series will be advertised as 
“the most beautiful radios you ever 
heard.” 

Introduced with the “Flairline” 
series is an AM-FM table model, the 
“Soundflair.” It features a “Filter- 
amic” antenna, seven tubes and one 
silicon rectifier, automatic frequency 
control and dual speakers. 

Two lower priced AM-FM radios 
and two FM-only models, introduced 
several months ago, complete the 
series. 


National Findings’ catalogue 
announces sales policy change 


Completed findings in 14K gold will 
be sold by the pennyweight for such 
items as discs, wedding rings and 
spiral bracelets, according to the new- 
est edition of the National Findings 
Corp. catalog. 

The booklet also shows an expanded 
line of findings which have been com- 
pletely finished and ready for sale. 

It is free from National Findings 
Corp., 125 W. 45th St., New York. 


Hermes Sonic Corp. introduces 
new ultrasonic cleaning unit 


The new Hermes Sonic No. 100, ul- 
trasonic cleaning machine for the 
jewelry industry, requires a_ work- 
bench area of only 7 by 7% inches. 

The built-in stainless tank does not 
have to be removed to empty the 





cleaning solution. The job is _ per- 
formed by a stainless steel drain pipe 
at the side of the unit, Hermes says. 

The unit is priced at $119. 

For further information, contact 
your New Hermes or Hermes Sonic 
representative, or write Hermes 
Sonic Corp., 13-19 University PL., 
New York. 


Sheaffer's Christmas theme is 
‘How to Play Santa Claus’ 

W. A. Sheaffer Pen Co.’s retail di- 
vision advertising theme for the 
Christmas season will be “How to 
Play Santa.” 

The idea will be carried through 
from point-of-sale materials to an ad- 
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vertising campaign in national maga- 
zines. 

Window displays will include large 
Christmas cards that repeat the head- 
lines in the national advertising. 

The ads will appear as one-column 
“flights,” with four or five to an 
issue. Each advertisement will fea- 
ture a single Sheaffer pen. 

“How to Play Santa” counter cards 
may be personalized by the jeweler. 
The theme is further carried out in 
direct-mail pieces. 

Sales training for retail personnel, 
coupled with a sales contest, is also 
part of the promotion. Sales clerks 
will be given instructional booklets, 
and the company will follow up with 
weekly mailings of sales hints. 


Longines LO-125 synthetic oil 
gets spill-proof package 


Longines LO-125 synthetic watch 
oil is now being packaged in a spill- 


proof and shock-resistant package. 


The vial of oil is protected by an 





All you need do is address the 
card to past watch repair custom- 
ers, put on a 4¢ stamp, sign your 
store name and address, and mail. 
It’s definitely an appealing little 
mailer available to you at our 
printing and handling cost! 


USE THE COUPON TO 
ORDER YOUR SUPPLY NOW. 
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What have you done recently to spark watch sales and repairs? 
twist that’s bound to please—and bring in extra profits, too! It’s a jumbo post card 
(6” x 6”) that you can use as a business builder. It simply states, “The watch you 
cherish and depend on deserves expert attention. 
by letting us inspect the movement now. An inspection costs nothing and may 
save you needless expense and inconvenience in the future. Drop in today!” The 
other side of the card is packed with interesting bits and pieces of little-known 
information on the operation and mechanics of a watch. 


WATCH SALES GO UP! 


... when you promote your repair department 


Statistics tell us that watch repairs account for at least 12% of the retailer’s annual 
business. In the smaller stores this figure may zoom to as much as 50%! 
the standpoint of traffic creation and watch sales promotion, the repair department 
has no peer among all the jeweler’s lines. 


From 


Here's a cute 


Protect your watch investment 


Please send to me the following quantities 
of watch repair postal cards: (Check one) 


[] 250 cards 
[] 500 cards 
[] 1000 cards 


Name 


Street 


Send this coupon along with payment to 
JEWELERS’ CIRCULAR-KEYSTONE, 56th & 
CHESTNUT STS., PHILADELPHIA 39, PA. 








outer sealed container. The vial has a 
leak-proof capillary opening, and the 
oil is further protected from con- 
tamination and evaporation when it is 
placed in the outer container. 

The vial is said to last a watch- 
maker for 10 to 12 months. It retails 
at $1.95. 

Contact 
wholesaler. 


your Longines-Wittnauer 


New Fiex-Let display shows 
watchbands in plastic drum 


Flex-Let’s new display unit serves 
the dual purpose of showing the com- 
pany’s watchbands in a_ revolving 
plastic drum while serving as a stor- 
age unit for back-up inventory. 

The unit is constructed of hand- 
rubbed walnut. The focal point, a 
plastic drum on which the latest bands 
in the line are displayed, is covered 
with turquoise velvet. 

A customer presentation pad is 
placed to the side of the revolving 
cylinder. It is in matching velvet. 

Contact Flex-Let Corp., 373 Taun- 
ton Ave., Providence, R. I. 


Karlan & Bleicher publish 
retailers’ envelope stuffers 


“Perfect-Lock” interlocking bridal 
sets are promoted in a recently pub- 
lished statement stuffer from Karlan 
& Bleicher, Inc. 

The brochure shows eight K&B 
rings with prices varying from $50 
to $400. 

Retailers interested in the circulars 
for mailing—or who would like to see 
samples—should contact their whole- 
saler or write Karlan & Bleicher, Inc., 
136 W. 52nd St., New York. 


General Electric markets tiny 
pocket transistor radio 


“The smallest six transistor radio 
made in the United States” is what 
General Electric calls its new pocket 
portable. 

It is exactly the size of a pack of 
king-size cigarets. With battery it 
weighs 10% ounces. 
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The “vest pocket” set can be car- 
ried or hung up by a metal ring on 
its top. A four-volt mercury battery 
powers the radio, and it has a built- 
in ferrite rod antenna. 

It will be marketed in a complete 
gift package including carrying case, 
earphone and battery, and packed in 
a leatherette jewelry box. Retail 
price is $39.95. 

Contact your wholesaler. 


Jules Racine publishes new 
timer and chronograph catalog 


More than 100 models of timers and 
chronographs are listed in the Jules 
Racine and Co., Inc., 1960-61 timer 
catalog. 

The time-pieces featured range from 
stop watches for time-study to timers 
for sports-car racing. In the watch 
sections, wrist alarms, nun’s. and 
braille watches are shown. 

One section features water-resist- 
ant, calendar and flight officer chron- 
ographs. Lines represented are Gallet 
and Guinand timers, Galco and Se- 
curity timers, Gallet chronographs 
and Racine watches. 

For a copy of the catalog, write 
Jules Racine & Co., 20 W. 47th St., 
New York. 


Gemex's Christmas display 
doubles for year ‘round use 





Compact counter display for Gemex 
ladies’ watchbands may be used first 
as a Christmas unit, and then be con- 
verted to a year round display. 

Sprigs of holly, which set the holi- 
day tone, may be removed for the 
display’s later use. 

The unit holds 12 watchbands. A 
gold and white frame surrounds a 
satin and velvet presentation tray. 

Two assortments are available in 
the display package: 12 tubular bands 
are $97.20 Keystone; 12 tubulars and 
sport bands are $99 Keystone. 

Contact your wholesaler. 


Adjustable flame feature is 
dramatized on Ronson display 


Ronson’s three lowest priced “Vara- 
flame” butane pocket lighter models— 
“Varaflame,”’ “Varaflame Windlite,” 
and “Varaflame Liteguard”—are of- 
fered on a new display. 

The counter or window unit is pro- 
duced in three-dimensional plastic in 
“Day-Glo” red and jet black. The 8 
by 10 inch fixture is said to be pilfer- 
proof. 
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It is free to retailers who order 
three lighters and three “Multi-Fill” 
fuelers. 

The unit combines the two most im- 
portant features of the lighters—in- 
stant fueling and adjustable flame. The 
lighters are said to light for months 
on a single fueling. 


Shteinshleifer introduces 
*Slenda-Link’ cufflink back 


N. L. Shteinshleifer Co. has in- 
vented a cufflink back which is slender 
enough not to cause a bulge in the 
narrow sleeves of the trim men’s 
suits now in style. 

It is called the “Slenda-Link” cuff- 





link back. It spent two years on the 
Shteinshleifer drawing boards. 

The action is a self-extending rock- 
er-arm that can be inserted, locked, 
or removed with only fingertip pres- 
sure. 

The stem is 5/16 inch long, about 
half as long as most cufflink shanks. 

The stem automatically extends it- 
self in the inserting position and 
automatically shortens in the closure 
position. 

They are currently available in 
highly polished gold, and are ready 
for soldering to the cufflink face. 

For a single pair trial sample, 
write N. L. Shteinshleifer Co., 40 
Elizabeth St., New York. 


Ship Your Old Gold and 
Precious Metal Scrap 


Mm 


ANY 
SIZE 


Our refinery is equipped, staffed, 


and qualified (over 90 years) to recover 


every grain of gold, silver, platinum, 


etc., from your accumulations . . 


. accti- 


rately and economically. Old jewelry, 


optical scrap, sweeps, polishings, sink 


settlings, filings . 


. . you ship it in any 


form and amy quantity. Our service as- 


sures prompt, dependable returns and 


checks that satisfy. 


DIVISION OF NATIONAL LEAD CO. 


Sotlamilh Bw. 


111 North Wabash Avenue .- 


Chicago 2, Illinois 





By Henry B. Fried 


MAINSPRING 
BRAKE 
SPRING 


Longines calibre 22 brake-spring has auxiliary 


piece on inside of mainspring. 


@ A MAINSPRING and a hair- 
spring are both spirals. You 
can easily see the difference, 
however, looking through a 
‘“skeletonized”’ barrel cover while 
the mainspring is wound. A 
watch hairspring is a neat spiral, 
and its coils are equi-distant 
from each other. When the bal- 
ance oscillates, the hairspring 
still has that neat appearance, 
although not so perfect as watch 
adjusters would like. When the 
balance twists in a great arc, the 
hairspring seems to tighten more 
on one side than on the other, 
causing some timing errors. 
Many schemes have been de- 
vised to remedy this, such as the 
Breguet hairspring, theoretical 
(Phillips) terminals—both inner 
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and outer—and the cylindrical 
helical spiral in chronometers. 

In the watch or clock main- 
spring barrel, the winding of the 
mainspring causes the coils to 
rub one another on one side and 
to be spread out greatly on the 
opposite side. This causes strain 
on the barrel arbor and its bear- 
ing in the watch barrel and 
plates, as well as undue friction 
of one coil against the other. 

In a self-winding watch, this 
is a more serious condition if the 
spring becomes tight on the side 
at which the main-spring-end is 
attached to the brake spring, it 
will pull the brake spring away 
from the barrel wall sooner than 
it should. Since the development 
on one side is not consistent, the 


> 
a ee ar arg ee 


WS 


brake spring’s strength or shape 
cannot be predetermined. That 
is why some manufacturers of 
self-winding watches have in- 
troduced new mainspring end- 
pieces and brake springs which 
help to control the orderly de- 
velopment of the mainspring as 
it is wound and unwound. (In 
all the figures shown in this 
series, the mainsprings are il- 
lustrated in a somewhat idealized 
condition of spiral development. 
They are far from the true 
shapes seen through a plastic or 
“skeletonized” barrel cover.) 
Figure 8 shows the main- 
spring and brake spring at- 
tached with an auxiliary piece 
riveted to the inside tip of the 
mainspring. This is found in the 
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Longines calibre 22. In this case, 
the curved tip of the auxiliary 
piece (A) is designed to control 
the development of the main- 
spring as it is being wound. This 
piece (A) does not begin to have 
any influence on the inner coils 
(B) of the mainspring until the 
spring is wound for about three 
or four turns. C is the brake 
spring. Figure 9 shows the 
spring wound into the barrel. 
Notice that the brake spring 
does not overlap, but is shorter 
than a full circumference. When 
the mainspring exerts sufficient 
force to pull the brake spring 
and auxiliary with it, the brake 
spring has already begun to slip 
before the ends touch. It is 
claimed that by keeping the de- 
velopment of the coils concen- 


teeth, the mainspring also had a 
slipping arrangement—a knob 
resting in a slot in the barrel 
wall. There were a few such 
slots placed equi-distant in the 
barrel wall, so that after slip- 
ping from one slot the knob-end 
would come to rest in the next— 
and still have some form of 
anchorage. 

This arrangement has been 
revived in the Rolex Perpetual. 
The spring is shown in figures 
10 and 11. The brake spring is 
attached to the inside of the 
mainspring, and the latter con- 
tacts the barrel wall. The brake 
spring’s duty, in this case, is 
twofold. It forces the end coil of 
the mainspring to clutch-brake 
against the barrel wall. And as 
the mainspring is being wound 


Rolex Perpetual’s brake-spring has _ slip-clutch 


knob to guide mainspring coils. 


ie 


tric, there is less friction be- 
tween coils, and a better delivery 
of power to the train of wheels 
and the eseapement. 


Wind and Wind 


Older watchmakers will re- 
member the Hedomas 8-day 
pocket watch, which had a main- 
spring more than 67 inches long. 
It took a long time to wind! 
Many watehmakers wound the 
watch mechanically, and some 
wearers ran the crown along a 
soft wood stick. This tended to 
strip the winding arrangement, 
part of which were the barrel 
teeth..To prevent stripping the 
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into a small circle, it guides the 
development so that the coils do 
not touch one another and will 
develop concentrically. Examina- 
of both figure 10 and 11 show 
the knob (A) attached to the 
outside tip of the mainspring. 
B is the brake spring separated 
from the knob by the main- 
spring C. D is one of three 
curved slots in the barrel wall. 
In figure 11, the knob (A) rests 
in a slot. The spring (C) is al- 
most fully wound and any fur- 
ther winding will cause the knob 
(A) to jump from the upper 
left groove where it now rests 
to the lower groove (D). The 


brake spring (B) is shown in- 
side the mainspring guiding the 
last few coils in their develop- 
ment. 


Mainspring Pushes 


Figure 12 shows an attach- 
ment of a brake spring to the 
regular mainspring in which the 
tip of the regular mainspring 
has a loop which hooks around 
the tip of the brake spring. It 
is also attached to the inside end 
of the mainspring. In this in- 
stance, in operation the main- 
spring pushes the brake spring. 
In figures 12 and 13, A is the 
regular mainspring, and B is the 
hook-bend at its tip which clasps 
brake spring C. Figure 13 shows 
the brake spring guiding the 
regular mainspring in its spiral 


development. The mainspring is 
almost fully wound, and any 
further winding will cause it to 
push the brake spring. This ar- 
rangement is marketed under 
the name “Sirius.” They come 
in correctly-dimensioned rings, 
all wound so that insertion is 
easy: Place the ring over the 
barrel, and push the wound 
spring out of its retaining ring 
into the barrel. 


Typical Brake Spring 
Most brake springs made to- 
day take the form shown in fig- 
ure 14. The brake spring is 
welded to the inside end of the 
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In operation, loop at tip of mainspring pushes 


brake-spring around barrel wall. 


Brake-springs of most automatic watches are 


welded to inside tip of mainsprings. 


The two brake-springs in ‘‘Nefros’’ mainspring 


unit keeps coils separated longer. 


mainspring. It serves a dual 
purpose: it provides the clutch 
action when nearly fully wound; 
and it aids in the concentric de- 
velopment of the mainspring 
coils so that there is less side- 
thrust and rubbing of main- 
spring coils against each other. 

In most brake springs which 
are attached similarly, the end 
of the mainspring pushes the 
brake spring. However, since 
the pushing is also in a dimin- 
ishing spiral direction, slipping 
takes place long before there is 
an undue strain upon the main- 
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spring endweld spot. Figure 15 
shows the unit fitted into the 
barrel and partially wound. The 
brake spring, exerting an out- 
ward force upon the last coil- 
and-a-half of the mainspring, 
keeps the mainspring against 
the barrel wall until constrict- 
ing coils overcome the brake 
spring’s resistance. 

This particular model is from 
a Wyler Incaflex automatic 
watch. Slipping should take 
place between five and six turns 
of the barrel arbor during wind- 
ing. While this model also em- 


ploys the sealed barrel, only 
testing will reveal whether or 
not the watchmaker should re- 
move it for servicing. 

Figure 16 shows a mainspring 
with a double brake spring. This 
is an example of the “Nefros”’ 
type of commercial mainspring. 
This too is attached to the end 
of the regular mainspring, but 
also on the inside of the spring. 
Its purpose, like all those others 
attached on the inside ends of 
the mainspring, is to aid in the 
concentric development of the 
mainspring during winding and 
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unwinding. Because of the dou- 
ble brake spring attachment, the 
resistance to the gathering of 
the brake spring by the main- 
spring during the final stages of 
maximum winding is naturally 
greater. This is planned so the 
coils will be separated for longer 
periods before bunching up. The 
inside brake spring is shorter 
than the main brake spring. It 
is planned to aid in a more grad- 
ual spiral development of the 
spring, and at the same time to 
allow the proper clutch action. 
To illustrate how this appears 
in the barrel, figure 17 shows 
it during the latter stages of 
winding. 


Reverse Winding 


In replacing certain main- 
springs and brake springs, many 
watchmakers find that they dam- 
age both springs, although they 
followed their usual methods. 
Their trouble is this: some main- 
springs must be replaced in a 
direction exactly opposite to 
that of most mainsprings. Two 
features of the Felsa “Bidy- 
nator,” for instance, concern us 
here. One is that the mainspring 
must be wound clockwise. The 
second is that the end of the 
brake spring, which contains the 
hook for the tongue of the regu- 
lar mainspring, is outermost 
against the barrel wall. This is 
shown in figure 18 with the 
spring partially wound. In this 
model, the mainspring is sepa- 
rate from the brake spring. Con- 
nection is formed when the main- 
spring’s tongue-end lodges 
against the hook near the end of 
the brake spring. Notice that 
the brake spring’s end is inside 
the beginning end of the brake 
spring and overlaps it as in most 
other types. The mainspring 
also is wound in a clockwise di- 
rection, exactly as observed of 
the ratchet when the movement 
is assembled. Because of the un- 
usual arrangement of the regu- 
lar time train of wheels, the 
barrel teeth are on the bottom 
of the barrel, the reverse of con- 
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ventional barrel arrangements 
where the barrel teeth are up- 
permost and closest to the barrel 
bridge and the ratchet wheel. In 
this case, the barrel teeth are 
lowest, and the “square” of the 
barrel arbor, in effect, is on the 
“cover” of the barrel. For this 
reason, the mainspring must be 
wound into the barrel in the re- 
verse position. 

To understand this better, ex- 
amine the barrel assembly in fig- 
ure 19. A is the barrel arbor 
pivot which terminates in a 
bearing in the barrel bridge. 
Its lower pivot rests in the main 
plate bearing provided for it. 
The arbor (B) and its hook (C) 
are part of a hollow piece which 
is riveted to the ratchet wheel 
(D). This ratchet serves as the 
barrel cover. 

The ratchet wheel (D) and its 
pivoted axle surrounded by the 
hollow arbor (C) fits over the 
pipe (E) of the barrel itself. 
The teeth of the barrel are al- 
most at the bottom level of the 
barrel in order to engage the 
very flat and hollow center pin- 
ion. The barrel hook (B) and 
its outer tube (C) fit over the 
pipe (EF) while the pivoted axle 
of the ratchet fits inside the bar- 
rel pipe (E). The fit is rather 
precise and close, but the pivoted 
axle may still turn easily. The 
assembled unit is shown in the 
lower portion of the drawing. 
The ratchet is the barrel cover 
in this model, . ad the recess in 
the ratchet is for a special 
ratcheting arrangement. 


Permanent Lubrication 


Here is a word about various 
mainsprings: Today, most 
watches are equipped with the 
alloy “unbreakable” mainspring. 
Many of them are placed into a 
barrel, the cover of which does 
not have the usual slot. The slot 
is purposely omitted to forestall 
the watchmaker’s attempts to 
pry the cover off. The barrel is 
intended to remain “sealed.” 

Yet in many cases the barrel 
cover can be removed quite eas- 


iiy, merely by pressing the back 
of tweezers upon the barrel ar- 
bor square. This pushes the 
cover up and off. In some bar- 
rels, the cover is actually bur- 
nished in. The lip of the barrel 
is burnished over, so the barrel 
cover is set into the barrel— 
very much like a jewel was set 
in the old type jewel-mountings 
prior to friction jeweling. At- 
tempts to force such a barrel 
cover off will distort the cover 
so that it can never be replaced 


Mainspring assembly of Felsa ‘‘Bidy- 
nator’ is wound in clockwise direction. 


accurately. if the barrel cover 
does not come off with ordinary 
or accustomed pressure, leave it 
alone. If repairs or adjustments 
are needed inside, return the 
complete barrel to the manufac- 
turer for replacement or repair. 
Some manufacturers using the 
sealed barrel principle make ad- 
justments without charge. Usu- 
ally the lubricant in these sealed 
units is either graphite, molyb- 
denum disulphide (OQ.SO.) or a 
mixture of grease and graphite 
or heavy oil. 


Dry Film 


Some mainsprings use a “dry 


lubricant.”” These springs are 
(please turn to page 194) 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


LICENSES REQUIRED ?—Could you 
tell me whether licenses are re- 
quired for watchmakers to work 
in either Washington, D. C., 
Virginia, Maryland or Florida? 
—B. Hazel, Woodstock, Ont. 
Answer: Maryland, Virginia 
and Washington, D. C., do not 
require that you pass a licensing 
test. Florida requires such a 
test by watchmakers who enter 
the state for the purpose of re- 
pairing watches. I suggest you 
write to Carl Sedan, Watchmak- 
ers Institute of America, 10525 
Puritan Ave., Detroit 38, Mich., 
for particulars on taking a certi- 
fied watchmaker’s examination. 
It is expected that in a short 
time, holders of these certifi- 
cates will be allowed to practice 


192 


in all states requiring licensing 
of watchmakers. 

5 * So 
SOURCES—We would like to find 
a source for a new escape whee! 
and verge for a Gilbert 207 hall 
clock. We also need an electric 
movement with strike for re- 
placement in an old clock.— 
Woodward’s, Geneva, N. Y. 

Answer: Write William L. 
Gilbert Clock Corp., 276 N. 
Main St., Winsted, Conn., for 
Gilbert clock parts. Replace- 
ments for old clocks that you 
want to electrify can be supplied 
by P. Mereminsky, 15 Maiden 
Lane, New York. 

* * 

BULLETIN NEEDED — Could you 
send me a service builetin for 
the Venus 152 chronograph 
with hour recording device ?— 
J. D. Bennett, Bainbridge, Ga. 

Answer: We turned your re- 
quest over to the Watchmakers 
of Switzerland Information 
Center, 730 Fifth Ave., New 
York. They will mail the bulle- 
tin directly to vou. It would be 
almost impossible for us to stock 
such bulletins for every make of 
watch. However, Watchmakers 
of Switzerland have already 
confirmed shipment of the bulle- 
tin to you. 

ok * 

PENDULUM NEEDED—Where can 
I find a mercury pendulum for a 
French mantel clock with bev- 
eled glass case sides ?—Lucien 
Green, Rockland, Me. 

Answer: Try the Horolovar 
Co., P. O. Box 299, Bronxville 
8, N. Y.; P. Mereminsky, 15 
Maiden Lane, New York: or 
Ralph Herman Clock Co., 28 
Coney Island Ave., Brooklyn 18, 
i 2 

2k ok 

FACTORY CAN’T HELP—I have a 
New Haven Westinghouse elec- 
tric clock—*“‘Moncalm Chime.” I 
need a new motor for it. I have 
tried everywhere, including the 
manufacturer, without success. 
Could you help?—J. J. Dzih, 
Jeweler, Chicago. 

Answer: I ean onlv suggest 
that vou send your unit first to 


James T. Finn, Clockmaker, 11 
John St., New York. He spe- 
cializes in electric clock repair. 
He may have a replacement, or 
he may be able to rebuild your 
electric motor. 

ad ~ * 
WANTS HIS MASTERS—I wish to 
apply for a Master Watchmak- 
er Certificate. What procedure 
do I follow?—William Camp- 
bell, Prospect, Conn. 

Answer: Certification of 
watchmakers is now carried out 
by the only national watchmak- 
ers’ organization, The American 
Watchmakers Institute, 10525 
Puritan Ave., Detroit. The ex- 
amination consists primarily of 
parts making of items common- 
ly found in high-class watch re- 
pairs, repair and adjustment of 
self-winding watches, jewel set- 
ting, escapement work, hair- 
spring manipulation, and an ex- 
amination on the written theory 
of watchmaking. 

” + . 

TICK - CLUNK - TOCK-CLUNK — | 
have a problem with an old Ses- 
sions banjo clock. I repaired the 
clock and rebushed the holes. 
Now the pendulum has too much 
motion. When it swings, it hits 
the sides of the clock case. 
There is no more room on the 
sides of the case to hollow out 
so the pendulum will not strike 
them.—George Penn, Lawrence. 
Mass. 

Answer: You have done an 
efficient repair job, but as a re- 
sult the pendulum has too much 
motion. Here are four solutions: 
Reduce the strength of the 
mainspring or weight, which- 
ever is driving the clock. Or 
substitute a heavier pendulum 
bob. This will not make the 
clock go any slower if the 
weight added to the bob is 
placed at the center of the pres- 
ent bob. Or, move the verge 
(anchor) slightly away from 
the escape wheel. This is usual- 
ly on a pivoted bridge and can 
be adiusted accordingly. How- 
ever, the best solution is to less- 
en the weight of the driving 
weights. 
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Masfer gives you a choice 


THE TYPE FOR YOUR PARTICULAR NEED 


DRUM MODEL, WATCH-RATE RECORDER 


Preferred by those whose work requires the most saved for future reference or given customers as 
thorough analysis and exacting correction of prob- evidence of the excellency of vour work. Watch- 
lem watches. Note the sharp dots on calibrated Master accuracy guaranteed, | part in 100,000. 


paper for quick, accurate reading. Charts may be Odd-beat watches print straight, on-time records. 














WATCH MASTER CHART SPO-[G24 


TAPE MODEL, WATCH-RATE RECORDER 


Preferred where the instantly visible watch records — ink or ribbon. Like the drum model, accuracy is 
permit fast work on commercial repairs and where — guaranteed to | part in 100,000. Odd-beat watches 
continuous charts are desired. Prints by helix. No print straight, on-time records. 


The 
Watch aster WATCH CLEANER 
wp Complete in one cabinet 
Line : ata 
a ‘a fe = Safe, fastest, most thorough. 
MOST BENCH ADVANTAGES 2 Ro. aa Several watches may be cleaned 
LOWEST MAINTENANCE SS. a at once. Pre-set timing of clean, 
. a rinse, spin-dry operations. 
LONGEST LIFE ae 


GREATEST VALUE 


ELIMAG WATCH DEMAGNETIZER 
15 times stronger than ordinary 
devices. Operating time 49 sec. 


American Time Products, Ine. 61-20 Woodside Avenue 
Woodside 77 (Long Island) 


|p New York 
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SYSTEM 
THIS NEW SYSTEM ... 


... uses the Newall MASTER SYS- 
TEM numbers as listed in your Finger 
Print Catalogue. An assortment num- 
ber is not necessary when reordering. 
Your present system of staffs is not 
obsolete and can be quickly and eas- 
ily converted by placing the Master 
System number on the old bottles. 
This new system never becomes out 
of date, as obsolete numbers can be 
removed and newer models added as 
they come out. System can be easily 
expanded by adding empty cabinets. 
A new system containing 144 Swiss 
staffs including shockproof, popular 
wrist chronographs and all of the 
popular models in current use. 


No. 51100—$30.80 


Order from your 














Newall Jobber. 








SINCE 1877 
BOWMAN 
TECHNICAL 
SCHOOL 


’ Courses in Watch- 
— a —— ns making and repair- 
Pid ’ feats 4 "i ing 
wo? Oe Vin You can enter 
anytime 


INDIVIDUAL INSTRUCTION 


Our graduates pass certified master watch- 
maker tests and state examinations and are 
in great demand. 


Send for free Catalogue 
Your Future & Our School’’ Bowman Bidg., Lancaster, Pa. 


\ NEVER have enough men to supply 


he demand 


Courses Approved for 
Veterons & State Rehabilitation 





. Corner,”’ 








THE GUARANTEED WATCH CROWN 


ACON wat CROWN Co. : 


50 Eldridge +. New York 2, N. Y¥ 
Menuet ecturer, of Gold Filled Crowns : 
Complete fine including woterproofls 
Sold through Wholesolers & jobbers 





* | many as a gift. 
four hours fast a day. What is 


Or 
SAMP p | 





We repalr al! types of cases, chrono- 
graphs and stainiess, and make coil 
springs for cases. We also sei! used 
replacement movements. 

¢ for Information 


Writ 
BECKER-HECKMAN COMPANY 


: With Ca Tc 











29 East Madison Street Chicage 32, Illinels 
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. NEED CRICKET FACE—We need a 
_ dial for a Vulcain Cricket alarm 


wrist watch. Where can we get 
one?—P. J. Falerty & Co., Los 
Angeles. 

Answer: Write The Vulcain 


_ Watch Corp. of North America, 
276 Fourth Ave., New York. 


* * * 


WHO MAKES ’EM ?—We have an 
inquiry for clocks made by Har- 
rison, Mallow & Co. We would 
appreciate your giving us the 
address of this firm so we could 
write for their catalogue.—Ar- 
genzio Bros., Denver. 

Answer: We find no record of 
such a firm manufacturing 
clocks. If you will send a de- 
tailed description of the clocks 
you want, we can probably refer 
you to a company that can sup- 
ply your needs. 

* * * 
E PLURIBUS (6,000,000) UNUM— 
I have an old pocket watch that 
I’d like to know more about. It 
is a seven-jewel watch made bv 


_the American Waltham Watch 
' Co. number 


6415042.—C. M. 
Gouge, Milton-Freewater, Ore. 
Answer: Waltham watch 
number 6415042 was made 
about 1893. (See “Collectors 
JC-K, September 
1960.) It was 18 size, an 1883 
model, a number 1 grade, seven 


jewels, lever setting, and hunt- 


ing style with a U grade of ma- 
terial. It is neither rare nor 
particularly old. Walthams with 
serial numbers lower than 100,- 
000 may soon be _ collectors’ 
items since the company no 
longer manufactures watches. 
* * * 

THE WRONG JUICE—I have a 
synchronous electric clock that 
my son brought home from Ger- 
It runs about 


the problem ?—R. L. Gottwhald, 
Hackensack, N. J. 

Answer: Without seeing the 
clock, it would be difficult to pin- 
point the exact cause of the 
problem. However, this is mv 
educated guess: The clock was 
probably bought in a community 
where the local power supply is 


generated at 50 cycles, A.C., in- 
stead of the 60 cycles used in the 
United States. If this is the 
problem, there is a 20 per cent 
gain in time—which_ should 
total about four hours and 48 
minutes. Get a new motor unit 
marked and geared for 60 cycles 
A.C, 


BRAKE SPRINGS 

continued from page 186 

actually dry, but they have a 
microscopic layer of polyfiuoride 
material which has been bonded 
to the surface under ultrasonic 
cavitation. The surface is sim- 
ilar to “Teflon,” which is fric- 
tion-resistant but hard. These 
springs can run “dry” although 
an accidental oiling will neither 
harm nor help them. Such a 
spring does not need cleaning if 
testing shows both sufficient 
storage of power before the 
brake spring begins to slip, and 
that the brake spring does not 
grip too tightly. 

Often, such a spring has an 
attached brake spring which is 
similarly treated. These are 
found most often in use with 
aluminum barrels. The alumi- 
num barrel has an anodized sur- 
face. The surface is as hard as 
the hardest steel, so continuous 
sliding and rubbing of the brake 
spring as it slips along this sur- 
face will not abrade it. The brake 
spring’s active surface will not 
need greasing, either. When 
such a unit is used, usually it 
will be marked on the barrel 
cover. aaa 


Next month: The adjustments 
needed, testing methods, tools 
used to insert brake spring, and 
mainsprings, methods of insert- 
ing them, and methods showing 
how available tools may be used 
to perform this same service. 


NEW! reat sz 
HOROLUBE 9eC 


CLOCK LUBRICANT 
NOW AVAILABLE "0% 
A 


Ya oz. Bottle 
AT WHOLESALERS OR DIRECT ‘ 


— an 
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LOUPE LENSES 


py B) 


the standard 
of quality 





The meticulous craftmanship so basic to all Bausch & Lomb products is nowhere 
more apparent than in our line of loupe lenses. Compounded of the finest quality 
precision ground ophthalmic glass, each B& L loupe must match your own high 
standard of workmanship. A complete range of focal lengths and magnifications 
in both watchmakers’ loupes and eyeglass models, including the new Ray-Ban® 
glare reduction loupes, is available through your regular supplier. We will be 
happy to send you folder I-103 containing a description of the full line. Write 


Bausch & Lomb Incorporated, Rochester 2, New York. 


BAUSCH & LOMB 


Makers of: Balomatic Projectors « CinemaScope Lenses 
Ray-Ban Sun Glasses « Binoculars *« Microscopes 
Quality Eyewear « Rifle Sights « Scientific Instruments 
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NOW: 


FOR THE 
FIRST TIME— 


A PRESTIGE RING DISPLAYER 
AT A BUDGET PRICE! 


hand tooled and custom crapted 


ANGLES TO ANY STEP 
IN YOUR WINDOW-— 
DISPLAYS IN 

3 DIFFERENT POSITIONS 





a prestige presentation for rings 
singles or doubles. Also serves as an attractive 
gift box your customers will appreciate. Comes in 
lustrous black or white plastic with gold tooled 
decoration. Lined in blue, peacock, coral, 
red, champagne, black or white fine velvet pads. 
Style #1037... 3 dozen minimum 
Gross or More ... Write for Quantity Prices 


Ge 


ALSTE 


DESIGNERS : 
MANUFACTURERS : 
WRITE FOR CATALOG +6 

THE ALSTEN COMPANY 
71 Jefferson Avenue, Jersey City 6, N. J. 

















ARE YOUR 


DIAMOND 
PROMOTIONS 


AND 


DIAMOND 
SELLING 


OBSOLETE? 


e « ¢ Check Them Against The Up-To- 
Date, Authoritative Material In JC-K’'s 
New Book 


How To Sell Diamonds 


@ 48 colorful pages! 
@ Profusely illustrated! 


@ Written by six experts in the 
field of diamond merchandising! 


¢ Here's a partial list of the con- 
in this just-published book: 


@ Selling The Engagement Ring 


@ 10 Ways To Boost Your Diamond 
Sales 


@ A Glossary of Diamond Shapes 


@ Are Diamond Guarantees Good 
Business? 


@ Diamonds Are Currency in 
Fashion 


This book contains information that every 
policy-making and sales-making person in 
your store should know. To get your copy 
of "How To Sell Diamonds." simply send 
a $1 check or money order to JEWELERS’ 
CIRCULAR-KEYSTONE, CHESTNUT & 
56TH STS., PHILADELPHIA 39, PA. Your 
copy will be rushed to you by return mail. 
Send for your copy now! 
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JEWELER: 15 


| MANUFACTURING 
| years’ thorough experience, seeks new 
position or business proposition, part- 
nership or contract basis, for present 
or future; address, “G., 6092,” care of 


JC-K. 


RATES AND REGULATIONS New rates start with March 1960 Issue | 
| WATCHMAKER, 25 years’ experience 


+ . 25 
Remi nce in Advance with leading jewelers; usually in 
charge of service department; dependa- 


“SITUATION WANTED”—Regular type $3.00 first 25 words; addi- ble, well qualified, excellent references : 
tional words, 10 cents per word. Heavy type $8.00; addi- South preferred; address, “B, 6080, 





" care of JC-K. 

tional words 25 cents per word. | ee oe “2 

' ' MANAGER, SALES) N: 10roughly 

HELP WANTED"—"LINES WANTED"—and “SIDE LINES"—Regular type $5.00 | qualified all phases jewelry business . 
*,? chai Ss ai : arried, 38 years 

first 25 words; additional words 15 cents per word. Heavy GR egy gene eh mag Re 


commission; address, “L., 5946,” care 


type $8.00 first 25 words; additional words 25 cents per | 


word. 
EAD . DIAMOND MAN, 35; thorough knowledge 
ALL OTHER H INGS—Regular type $9.00 first 25 words; addi- and experience in polished, rough and 
manufacturing diamonds; seeks re- 


tional words 25 cents per word. Heavy type $13.25 first 25 sponsible position with established firm ; 
words; additional words 30 cents per word. excellent references address, “579, 
care of JC-K. 


e *,* ° % & a 7 | P : 
Name, Address, Initials and Abbrevia a wos parse yo Phe — | PRECIOUS JEWELRY SALESMAN 
tions count as words a vertisers will not oe deliver available; high grade New Jersey store 

ie ® Classified ad form closes 10th of the handling better class trade; admirably 

© If answers are to be forwarded, 20 cents month preceding date of issue. qualified; finest unquestionable 6136." 

® A box number when used in ad counts raspy ae age; address, "S, 6199, 

extra to cover postage must be enclosed. ; care of JC-K. 
— R as five words, that is, “Address #13, ev teessn —_i 
® No Agency Commission. care of J C-K.” TOP RETAIL jewelry salesman ; Jersey 
Resident; fully experienced all phases 

In answering Box Numbers address envelope “Box —,” care of Jewelers’ ma —- = on gy Hagges, Bg 8180 
os , nity w growing = : be 

Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose plus commensurate bonus; address, “G, 


original letters of recommendations. 6136,” care of JC-K. 


j | BXECUTIVE SALESMAN; top notch, 
JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. COCUSTVE SA2 ENON: eno 
desires reputable concern; rings, dia- 
mond mounted lines, for — or i 

: é arritories: excellent ref- 

MAN FRIDAY; 11 years’ experience poco pager + bere: “611.” care of JC-K 

: ° nationally advertised diamond watch ' verse ee 
Situations Wanted jewelry firm; production, sales corre- | CONTROLLER: chain background in 
; - ] ee ees ae &: ad- | merchandise and expense budgets, sys- 
ENGRAVER; 17 years’ experience; can | dress, “B., 5712,” care of JC-K. tems, store audits, installment ee 

furnish fine reference; address “B, | | ing, credit and collection, taxes, i 
. SALESMAN; win- surance, machine methods ; address, 


6132.” care of IC-K. BORN DIAMOND ” ‘ 
dow expert; seeks rewarding position “B, 6123,” care of JC-K. 












































MANAGER. 25 years’ diversified experi- | Greater New York New Jerse area ° —-se 
| rly "eI a ale ' | EXPERIENCED DIAMOND MAN; 40 


ence all phases of cash and credit op- | in his early fifties; employed now; ad- 

eration, chain store background; pres- | dress, “S. 6129.” care of JC-K 
o wh by a , ee | e el . ' 

ently employed, desires change; ad- | | sorter: single cuts, melee and 

dress, “J, 6127,” care of JC-K. ; | thoroughly acquainted wholesale dia- 

re , at wat | . 7 ‘ 7 7 , a ' a 7 > | — « re a i : 

| COMBINATION ENGRAVER AND mond suppliers; 23 years’ experience 


available for position as buyer-as 
sizes ; 








7 ‘ ‘ or . — . ry ‘ g : 
MANAGER, 25 years | experience all JEWELER: desires fine retail store; | ‘ewelry business: address, “610,” care 
phases credit jewelry chain operation: | tocky Mountains or West Coast pre- . + 
assume full responsibility: presently ferred; address, “M, 6133,” care of | of JC-B. —_—— 
cate; baineen, "Ee Silt ie at dok | WATCHMAKER, 30 years’ experience : 
os , WN, ee toe ness. hee ; He . — } i will also do jewelry repairing and stone 
POSITION IN LARGE CORNER STORE BOOKKEEPER, FEMALE; full charge: | setting: know how to estimate and talk 
wanted by high class diamond sales- complete knowledge of diamond and | to customers; I can also listen; am an 
man; age 54; finest references: $200 | jewelry line; also selling experience: American, married, clean personality, 
weekly plus commensurate bonus: ad- | excellent references; New York City; | age 54; available November 15; ad- 
dress, “S., 6072,” care of JC-K | address, “C, 6142,” care of JC-K. dress, “L., 6120,” care of JC-K. 


ORDER BLANK FOR CLASSIFIED ADS 


ALL ORDERS: CASH IN ADVANCE 











Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. Under the Heading of __ 
Philadelphia 39, Pa. 


place the Following ad: 








Please check if box No. wanted [] | Name (Please 


Enclosed is Check [] or Money Order [] § Street 
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PRODUCTION COORDINATOR: re- 
sourceful young man, experienced pro- 
duction control, scheduling. purchas- 
ing, inventory: diamond ring manufac- 
turing; seeks growth position requiring 
ability, imagination ; address, “B.. 
6073,” care of JC-K 





MANAGER OR SALESMAN. 
knowledge in wholesale and _ retail 
jewelry : conscientious, neat appear- 
ance; desires connection with progres- 
sive firm; prefer Ohio or Indiana: wife 
my assist; excellent references; ad- 
dress. “S. 6119,” care of JC-K. 


- arn inaiin 


YOUNG LADY wishes to learn “jewelry 
business, possibly selling; desires posi 
ion nN. £. C€ previous experience, 
teaching and secretarial; has traveled 
in Europe and Mexico: would mepeemer 
travel _ ; address, “F, 6134," care 
ot at* 


———_ 


Jk WE L Ke stone and di mond setter and 
Master 5 Naso thes a wants permanent 
position with finer grade firm; 40 years’ 
experience in the shop: sober, con- 
genial, trustworthy, conscientious; pre- 
fer as jeweler; available ee 
address, “!), 6090," care of JC-K. 

LOS ANGELES; tremendously success- 
ful, highly talented retail executive 
diamond, watch, jewelry; supervisor, 
nianager, buyer, merchandiser, de- 
signer, salesman; cash independent, 
quality chain, major department store 
background; TELEPHONE £DUnkirk 


7-2865 


YOUNG WOMAN, attractive: many 
years’ experience in all facets of ring 
production; wedding rings, diamond 
solitaires, colored stones, buying, sell- 
ing, merchandising, all office routine 
can handle orders from inception to 
finished product; excellent references ; 
address, “K 6113," care of JIC-K 

DIAMOND RING SALESMAN: young, 
aggressive; $35,000 yearly earnings 
consistently with nationally known ring 
firm for 10 years; traveling middle At- 
lantic States; best references; will en- 
tertain any reasonable’ proposition : 
principals only; address, “L., 6093.” 
care of JC- K. 


—_—_ 


DIAMOND BUYER, aseduntiies man- 
ager, expert assorter, wishes to 
affiliate himself with large diamond 
ring firm or diamond cutters and 
importers; many years of outstand- 
ing experience; highest executive 
ability; excellent source of supply; 
finest of — address “612, ° 


care of JC-K 


SALESMAN: seiaAtewest. salesman with 
an established territory, calling on the 
fine jewelers and department stores and 
specialty shops for the past 20 years, 
wants high class mfr. line on a side- 
line: basis to represent; this firm must 
have been previously represented _ in 
this territory and extend a drawing ac- 
count against commission; I am very 
well known throughout this territory; 
can guarantee immediate results. to 
right firm; will be available at once or 


January Ist; address, “B, 6143," care 
of JC-K 








ATTENTION MANUFACTURERS OF 
SILVERWARE; well known execu- 
tive salesmanager and _ representa- 
tive with 30 years experience 
traveling with extensive following 
among silverware, jewelry, gift 
and houseware buyers throughout 
the country; open for proposition 
from reputable manufacturer; my 
personal reputation and great 
knowledge of the silverware busi- 
ness, both as a manufacturer and 
salesman, is well known in the 
silverware industry; feel confident 
that I can add prestige and profit 
to any manufacturer who can use 
a man of my ability, knowledge 
and hard work; may also consider 
an investment in the right com- 
pany; open for interviews now for 
1961: address, “L, 6117.” care of 
JC-K. 





198 


_Lines Wanted 








SALESMAN ; highly experienced and weli 
known throughout the industry: desires 
top flight line for West Coast: excellent 
o rsonal following ; address, “R., 6108,” 
care of IC. 


WE ‘ST ~ COAST. “SALES REPRESENTA- 
TIVE covering the Coast and Rocky 
Mountain States seeks additional line: 
no watches please; I offer a yzood fol- 
lowing in both the wholesale 
tail trade; I will accept only 
ble line with some _ established 
counts; address, “S, 6121," care 


JC-K. 


"EX AS. OKLAHOMA, LOUISIANA, 
NEW MEXICO AND ARKANSAS 
REPRESENTATION available; write 
TOLA TUMBLEWEEDS, Southwestern 
Gift and Jewelry Traveling Men’s As- 
sociation, c/o Ben Waldman, Executive 
Director, Suite 2004, THE DALLAS 
TRADE MART, 2100 Stemmons free- 


com 


wav, Dallas 7, Texas. 











Side Lines 








SALESMAN WANTED for a fine line of 
14K gold charms, cuff links, tie tacks 
and studs, for Middlewest; top men 
only; commission; address, “B, 6125,” 
care of JC-K 


MID-WEST SALESMAN: outstanding 
carded goods line; leather, nylon watch 
straps: established territory ; also 
West Coast and Southeast; commission 
basis; address, “L, 6148,” care of 
JC-K. 


SALESMEN with established following 
among retail outlets to carry importer’s 
popular priced line of pin-lever, 17 
jewel Swiss watches and watch and 
jewelry gift sets; 10% commission; ad- 
dress, “K, 6147,” care of JC-K. 


SALESMEN; fabulous NEW 98¢ mono- 
gramming kit; contains 200 raised, lus- 
trous gold initials; makes exquisite 
monograms, instantly self-adhering on 
anything; year round sales; high com- 
missions; IMPERIAL MONOGRAMS 
Box 266, Jamaica 31, N. Y 

EXCEPTIONAL OPPORTUNITY for 
right man in each of several impor- 
tant territories to carry top quality fine 
watch line, plus popular priced lever 
line; must have retail jeweler, dept. 
and chain store following; write fully 
to “N, 6114,” care of JC-K. 


SALESMEN WANTED calling on whole- 
catalog houses; 























sale jewelers and 
QUALITY line of luggage and leather 
goods; good sheet furnished; all terri- 
tories considered, resident men _  pre- 
ferred; address, “N, 6146,” care of 
JC-K 


SALESMEN WITH ESTABLISHED 
territory for the Midwest and the West 
Coast, to carry a popular priced gold 
ring line; side line acceptable; com- 
mission and drawing; state experience, 
territory and references; SCHWARTZ 
JEWELRY CoO., INC., 850 Elk St., 
suffalo 10, N. Y. 


CULTURED PEARL IMPORTER and 
manufacturer of better grade 14K 
pearl jewelry has East Coast and 
Southwest territories open; only 
aggressive salesmen with better re- 
tailers following need apply; de- 
tails, experience, other lines car- 
ried, age, must be specified in 
application; replies kept confiden- 
tial: address, “S, 6139,” care of 
JC-K. 

SALESMEN WANTED (SIDELINES) 
to sell from catalog or samples to re- 
tailer, wholesaler, manufacturer and 
repairer; no weight to carry; the most 
comprehensive line of findings, cast- 
ings, semi-mounted and finished jew- 
elry; we are able to meet the tough- 
est competition and feel we are the 
lowest in price; you can earn a great 
deal if you want to work hard; we are 
a nationally known firm and _ well 
rated: all territories are available: 
NATIONAL FINDINGS CORP., 125 
W. 45th St., New York 36, N. Y 








REN TERI SITES CANAD RAS APONTE 


Help ' Wanted | 


JEWELRY SALESMAN for fine diamond 
watches: must travel; salary and com- 
mission: address, ‘613,’ care of JC-K 


SALESMEN to sell Manufacturer’s dia- 
mond set rings; also 14K charms 
and bracelets; address, “R, 5945,” 
care of JC-K. 





WATCHMAKER for old-fashioned store 
near New York. Good opportunity 
Full partic ulars and salary first letter 
Address, Box #614,” care of JC-K 


SALESMAN for fine 14K and 18K im- 
ported ladies’ and men’s gold jewelry, 
opportunity for partnership; commis- 
sion basis; address BOYER JEWELRY, 
5138 N. 5th St., Phila. ba Pa. 























JEWELER, REPAIRING & ASSEM- 
BLING; new, modern, air-condi- 
ditioned workshop; permanent posi- 
tion; state age, experience, salary 
expected; contact, JOHN HER- 
FORT, Jeweler, Rosenberg, Texas. 











JEWELER about 30 or 40 years of age, 
capable of setting stones and maxing 
jewelry: if you have knowledge of op- 
erating a shop, a very fine opportunity : 
write in detail to “K, 6126,” care of 
JC-K 








WATCHMAKER: modern suburban Cin- 
cinnati store; ultrasonic equipment; 
able to wait on customers when neces- 
sary, assume responsibility: state exp., 
age, salary required ; address, “‘S, 6140,” 
care of JC-K 








ENGRAVER, experienced, who can do 
minor jewelry repair \v.ork; steady job 
in pleasant environment: Milwaukee ; 
write qualifications and salary  ex- 
pected; address, “S, 6144,” care of 
JC-K 





FLORIDA INSTALLMENT jewelry or- 
ganization requires the service of a 
top experienced sales promotional store 
manager; state age, references, when 
available, salary expected; address, ‘‘F, 
6122,” care of JC 7K. 





WATCHMAKER experienced; five day 
week; ideal working conditions in 
Northern Ohio City; permanent job; 
state age, experience, salary expected, 
in first letter; address, “R., 2165,” care 
of IC-K 











SPLENDID OPENING for combina- 
tion Watchmaker’ Estimator or 
Salesman Estimator for old estab- 
lished jewelers; phone or write MR. 
DUNNING, BUSCH & SONS, 419 
Springfield Ave., Summit, N. J. 
Telephone C Restview 7-2125. 





SALESMAN calling on retail jewelers; 
Ohio, Kentucky, Indiana, Michigan 
& Illinois; well known: advertised 
line scarab jewelry, disc jewelry and 
identification bracelets; must have 
following; ADMARK, 714 Sansom 
St., Phila., Penna. 





MALE: expanding jewelry chain needs 
first class sales manager; several loca- 
tions open; top salary scale, plus pos- 
sibility of supervising several stores, 
we are willing to pay for the job; ad- 
dress your reply to MR. C. J. SILVER 
14 W. 7th St., St. Paul 2, Minnesota 





SAL ESMAN, Die ik City and State; 
calling on jewelers, department 
stores and resident buyers; well 
known advertised line scarab jew- 
elry, disc jewelry and indentification 
bracelets; must have following: 
ADMARK, 714 Sansom St., Phila. 


6, Penna. 
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JEWELRY ASSEMBLER, especially 
rings; one who can do lapping pre- 
ferred, but not necessary; modern, 
new, air-conditioned workshop; per- 
manent position; state age, expe- 
rience, salary expected; contact, 
JOHN HERFORT, Jeweler, Rosen- 


berg, Texas. 








YOUNG MAN, some knowledge of 
jewelry; willing to teach; salary 
commensurate with ability; oppor- 
tunity for advancement; pleasant 
conditions, benefits; contact, MR. 
IRVING GERTNER, THE JEWEL 
BOX, 4019 Bergenline Ave., Union 
City, N. J. 





JEWELER WANTED: thoroughly ex- 
perienced in all phases ring mountings, 
know-how in model making and pro- 
duction; established manufacturer will 
buy, merge, form partnership with 
capable ambitious man only; replies 
strictly confidential; address, “G, 6138,” 
care of JC-K. 








WATCH SALESMAN; young, aggres- 
sive, with good record selling fine 
jewelry stores; excellent opportu- 
nity with, growing firm to make good 
money; consideration will be given 
to a side line; if you enjoy selling 
quality get in touch with ETERNA 
WATCH CO. OF AMERICA, 677 
Fifth Ave., New York 22, N. Y.; 
all replies held in confidence. 


WORKING EXECUTIVE OPPOR- 
TUNITY; must have minimum 
earning capacity of $10,000 to 
start; present 4 store operation in 
New Jersey and Texas with plans 
to expand; also 2 salesmen and 
store managers wanted; contact 
owner, GEO. J. BUSCH, 875 Broad 
St., Newark, N. J.. MA 3-2987 or at 
his residence, ORange 5-6303. 








MALE HELP WANTED: credit manager 
for large jewelry store in the South; 
must have a successful performance in 
credits and collections: single man pre- 
ferred but not essential; starting salary 
$450 month with many other benefits 
and opportunities for advancement; ap- 
ply giving full particulars and enclos- 
ing recent photograph; address, “K, 
6137,” care of JC-K. 





WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country: 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; high pay: 
state age, experience. People’s Watch 
oe Company, 245 23rd St., Toledo, 
n10. 





DIAMOND RING SALESMEN; out- 
standing opportunity for men with 
proven sales ability; must be hard 
worker with desire for substantial 
earnings; represent America’s 
largest selling diamond ring line in 
established territories; send com- 
plete application to R. O. BEADEL, 
120 E. Washington St., Syracuse 
2, New York; replies held in strict 
confidence. 





SALESMAN for New York State and 
New England; one of the leading 
lines of gold, gold filled and sterling 
jewelry for retail jewelers; we re- 
quire the best salesman with estab- 
lished following; we have an estab- 
lished following; pay high commis- 
sion and drawing; one other non- 
conflicting line of rings or charms 
necessary; address, “*A, 5971,” care 


of JC-K. 
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SALESMAN WANTED FOR CALI- 
FORNIA and vicinity by manufac- 
turer of quality promotional silver 
plated holloware; must be aggres- 
sive with established following 
among dept. stores, jewelers, gift 
shops, wholesalers; LIBERAL COM- 
MISSION; all particulars in first 
letter; replies confidential; related 
but non-conflicting line acceptable; 
write BIRMINGHAM SILVER INC., 
366 Fifth Ave., New York 1, N. Y. 





WATCHMAKERS and estimators, for re- 
pair departments in retail department 
stores; national organization connected 
with one of the largest retail depart- 
ment chains in the country: employee 
discount, group hospitalization plan; 
excellent future for person with pleas- 
ing personality and willing to assume 
responsibility; positions open in_ the 
East, South, Midwest and Southwest; 
address “Circular Box 356,” 360 N., 
Michigan Ave., Chicago, Illinois. 





SALESMEN; EXPERIENCED DIA- 
MOND AND WATCH SALESMEN 
WANTED by West’s largest credit 
jeweler; openings available in 
varied cities on the West Coast for 
experienced diamond and _ watch 
salesmen; OUTSTANDING OPPOR- 
TUNITY FOR ADVANCEMENT, 
HIGH SALARY AND COMMIS. 
SION; other essential benefits in- 
clude profit sharing and pension 
plan; please write to MR. IVER- 
SON, Box #W, 6118, care of JC-K, 
giving full particulars; all replies 
strictly confidential. 





ENGRAVER; experienced all around 
man in lettering and monograms; 
POLISHER, experienced in finish- 
ing fine jewelry with a knowledge 
of plating and coloring; JEWELER, 
experienced in mountings, gent’s 
and ladies’ rings and emblem rings; 
DIE MAKER, with full knowledge 
of panagraph operation to cut dies 
for fraternity crests, badges and 
service awards; TOOL MAKER, to 
make cutters, trimmers and pierc- 
ing tools for college jewelry items; 
write J. A. BUCHROEDER & CO., 
1015 Broadway, Columbia, Missouri. 





OPPORTUNITY FOR PART OWNER- 
SHIP: chain jewelry concern needs 
manager and assistant manager for ag- 
gressive, promotional credit jewelry 
stores in small towns; can qualify for 
part ownership in 6 months or less; 
owner gradually retiring; need men 
looking for security and future, not 
jobs; earning potential: manager, $5,- 
000 to $6,500; assistant manager, $3,- 
000 to $5,000, plus liberal bonuses; if 
qualified, bonuses will be sufficient to 
own your share outright in 4 years; 
eall or write J. M. WACHTLER, 
NANTICOKE, PENNA.; phone RE- 
gent 5-6100. 





CREDIT JEWELRY STORE MAN. 
AGERS; here is opportunity of a 
lifetime for 6 men who can assume 
responsibility and show results; we 
operate a chain of 65 stores from 
North Carolina to Florida with 
openings in many cities, including 
Atlanta, Ga.; we have company life 
insurance, paid vacations and profit 
sharing plan; write S. K. FRIED- 
MAN, FRIEDMAN’S JEWELERS, 
P. O. Box 874, Atlanta, Ga., stating 
age, experience last 10 years, salary 
now making and expected starting 
salary; enclose recent snapshot. 








JEWELRY SALESMAN wanted to call 
on reliable jewelers for established 
wholesale jeweiry firm who has 
been in business over 25 years, 
selling moderate priced gold, 
colored stone ladies’ and men’s 
rings as well as moderate priced 
diamond rings; we will give estab- 
lished territory in Southern States 
and Mid-Western States to the men 
chosen; also drawing account 
against commissions; we will con- 
sider a man carrying our line ex- 
clusively, or a non-competing side 
line; when answering state quali- 
fications and sales experience, what 
states you have covered and ref- 
erences; INTERNATIONAL RING 
CO., 802 Lafayette Bldg., Buffalo, 
Mm. Ba 


For Sale 


Steres, Stecks and Businesses 


— -——— 





JEWELRY STORE; Miami, Fla.; 100% 
location; 5 years; address, “P., 5064,” 
care of JC-K. 





MODERN JEWELRY STORE, on Eastern 
Long Island; 100% location, low rent; 
$12,000 inventory: must retire; address, 
“P., 6130,” care of JC-K. 





JEWELRY & GIFT STORBE; all or part 
of inventory and fixtures; established ; 
excellent repairs, active center; $2500 
down: write, 5932 South St., Lakewood, 
Calif. TOrrey 7-2517. 





JEWELRY STORE, MASSACHUSETTS, 
well established, main street, low rent; 
ideal for watchmaker and wife: stock, 
fixtures, tools, etc.;: complete $15,000; 
address, “T, 6116,” care of JC-K. 





FLORIDA: must sell before 1961; invoice 
about $4000; perfect for retired jeweler ; 
living area included, cheap rent; HAR- 
TER’S JEWELRY, 129 E. Broad St., 
(jroveland, Florida. 


LONG ESTABLISHED jewelry store; 
Eastern Penna.; cash business; 
clean, $30,000 stock, includes silver, 
china, crystal; outstanding fran- 
chised lines; downtown location; 


address, “K, 6115,” care of JC-K. 


JEWELRY STORE, LONG ESTAB- 
LISHED; choice location adjoining 3 
living or work lab rooms; stock-fix- 
tures $11,000 or half down; retiring; 
Pasadena, California; address, “A, 
6054,” care of JC-K. 











ESTABLISHED JEWELRY STORE LO- 
CATION available in Alamosa, Colo- 
rado; building for lease with or with- 
out fixtures; excellent opportunity for 
watchmaker and jewelry line; write 
os Nag AGENCY, ALAMOSA, COLO- 
RA , 


For Sale 


Teols, Equipment 





ODDS AND ENDS in sterling patterns; 
WANTED: 8 Lady Mary Ice Teas, 
new or used: we also buy: BUSCHE- 
MEYERS; 667 S. 4th St., Louisville 2 
Kentucky. 


Business Opportunities 


AMERICA’S BEST KNOWN jeweiry 
Auctioneer; over 40 years in this 
publication as an _ é advertiser; 
THOMAS J. FAUSSETT, 521 Flem- 
ing St., Howell, Michigan. 








CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect DEar- 
born 2-3407; reference, your bank 


——— — ———-—— $$ 


BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y¥. C., over 35 years’ successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 169. 


SAMUEL GANSBURG, INC., will buy 
your surplus or entire stock and fix- 
tures; highest prices paid; bank and 
trade references. Write 15 Maiden 
Lane, New York, Telephone RkEctor 2- 


6565 


WILSON SALES SYSTEM; 106 Thornton 
St., Albany, N. Y.: promotional liquida- 
tion estate sale; specialists since 1919; 
over 2000 jewelers have used our ser- 
vices; buy stores for cash; write, wire 
or telephone, Albany, HObart 5-1103 


DO YOU NEED CASH? Do you want 
to sell your stock & fixtures for cash? 
Do you want a dignified auction sale, 
or flat sale? 30 years’ experience; wire, 
write or telephone, HERMAN BOR- 
RESS, 1500 Popham Ave., Bronx, N. Y. 
TELEPHONE, TRemont 8&-9546. 


FOR SALE MANUFACTURING 
PLANT of personal leather goods; 
excellent opportunity for sales ex- 
ecutive with capital to invest in 
nationally known business estab- 
lished in 1939; financing can be 
arranged; present personnel will 
remain; address, “C, 6145,’ care 


of JC-K, 





DEALERS LIQUIDATION SERVICE: 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO.- 
TIONAL—CLOSEOUT — RETIRE- 
MENT SALES; cash buyers of 
entire inventories and estates; for 
information at absolutely no ob- 
ligation. PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.; OLeander 5-6496. 





JEWELERS SALES SERVICE, BUSI- 
NESS CONSULTANTS, RETAIL 
SALES PROMOTIONS, AUCTION 
—FLAT OR ACTION; 25 vears sale 
experience; your reputation pro- 
tected: large results—small fee; 
we pay cash for stores; PHONE, 
WIRE, WRITE; JEWELERS SALES 
SERVICE, 512% S. Main St.. Los 
Angeles, Calif.; Phone MAdison 6- 
0828. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOL NEED 
CASH? We will pay cash or con- 
duct a flat or supervised auction 
sale; we have conducted over 1000 
sales in the past ten years alone; do 
not accept less than 100c on the 
dollar for your inventory, accounts, 
or fixtures; WRITE ... WIRE... 
CALL COLLECT . . . We will come 
to see you in your store at our 
expense; you are under no obliga- 
tion; SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., New York. 
N. Y. Tel. PLaza 7-4693. 
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MARTY MILES SALES, INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 


jewelers prove the cost of each sale 


is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
vou can afford the best; write, wire, 
phone, MARTY MILES SALES, 
INC., 1835 Stevens Forest Drive, 
Suite 104, Dallas, Texas. Phone 
WH 1-5737. 


Wanted to Purchase 








MID-WESTERN jewelry chain is inter- 
ested in purchasing either cash or 
credit stores in towns of 50,000 or more; 
we are the principles and can do busi- 
ness immediately; address your reply 
to MR. C. J. SILVER, 14 W. 7th St., 
St. Paul 2, Minnesota. 





PLATINUM SCRAP WANTED; $3.00 
per dwt.; 18K gold, $1.22 per dwt.; 
14K, 95¢; 10K, 68¢; silver 65¢ per oz. ; 
bonus prices for gold filled; ship as is, 
we'll segregate: L. E. SIMMONS RE- 
FINING CO., 440 N. Orleans St., Chi- 
cago 10, Ill. 








OLD GOLD AND JEWELRY WANTED: 
cash immediately for surplus stock, odd 
lot items; we also pay highest prices 
for gold, silver and platinum scrap, 
gold coins, diamonds, gold filled, etc.; 
for full particulars, write, WILMOT’S, 
1067 AD, Bridge, Grand Rapids 4, Mich. 





WANT TO BUY established quality 
jewelry store, realistically priced; 
prefer Southeastern states; please 
state approximate inventory and, 
lowest price for spot cash; address, 
CHARLES SHANE, JR., 9102 W. 
Bay Harbor Drive, Miami Beach 
54, Florida. 





SELL ’EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade-in watches, 
jewelry, old gold; money by return 
mail for all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
proval; ref. Dun & Bradstreet and Na- 
tional Bank of Commerce; Cel-Max, 
Inc., 582 S. Main St., Memphis, Ten- 
nessee. 


a 





ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to your- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores and stocks, 
write for our free booklet, “Dollars 
and Sense Facts About Selling a 
Jewelry Store.”” (See our page 
advertisement) GORDON BROTH- 
ERS, 38 Bromfield St., Boston, 
Mass., HAncock 6-3233. 


WE BUY DIAMONDS, GOLD GOLD, 
ANTIQUES; send us one article or 
a complete store; we will pay up to 
25% more than anyone else; be 
sure to get my offer; check mailed 
same day; your mdse. held intact 
for 10 days subject to approval; 
REFERENCES; Fla. Nat'l Bank of 
St. Petersburg, Jewelers Board of 
Trade; HENRY JEWELERS INC., 
462 First Ave. N., St. Petersburg, 
Florida. 








CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dan & 
Bradstreet. Weinman’s Dept. K.., 
108 Beale Ave., Memphis, Tenn. 





NEED CASH? READ THIS. Reason why 
I pay up to 25% more than others 
for diamonds, watches or anything 
around store—I have a retail store and 
manufacturing shop: will give much 
more than scrap gold price for old 
mountings, etc.; will send air mail let- 
ter same day the amount of your check ; 
if not satisfactory will return insured, 
prepaid: get my offer first; transac- 
tions confidential; references; JEWEL- 
ERS BOARD OF TRADE or your 
bank; BROMLEY, Dept. 11, 35 Fifth 
St. N. (BROMLEY BLDG.), St. Peters- 
burg, Florida. 


Watch Work, etc., for 
the Trade 








FAST, QUALITY WORK; repaired, timed, 
polished; ready for customer; TIME 
SERVICE, BOX 331, Worcester, Mass 
Air Mailed Anywhere. 


35 YEARS OF DEPENDABLE watch 
repair; fastest coast-to-coast service ; 
reasonable prices; send trial order; 
COOPER’S WATCH REPAIR CO., 
48 W. 48th St., New York 36, N. Y. 

BOSTON, MASS. : expert and guaranteed 
watch repairing; Watchmaster tested: 
prompt service; prices on request: mail 
orders invited; DAVID MIGDAL & CO., 
109-B Summer St., Tel. HU 2-9547. 











FINE Watch repairing for the trade: all 
work guaranteed for one year: 3 to 5 
days’ service; Watchmaster tested : 
sonable prices. A. H. Shierer, Watch- 
maker, 101 S. Marion St., Oak Park, II! 





RELIABLE TRADE watch repairing; ex- 
cellent service; electronically timed: 
cases polished: work guaranteed; rea- 
sonable prices; all watches insured; J. 
CAPARO, 1018 Belvoir Road, Norris- 
town, Pa. 

MID-WEST’S FINEST TRADE SHOP: 
watch repairs to the trade; 5 days ser- 
vice; low prices: one full year guaran- 
tee; STUDIO WATCH REPAIR SER- 
VICE, 20 E. Delaware Place, Chicago 
11, Il. 





Special Order Work and 
Repairs for the Trade 











JEWELRY repairing: new mountings 
furnished: diamond setting: HAROLD 
JACOBSON, 29 E. Madison St., Chi- 
cago 2, Ill. 





ENCRUSTERS: stone and gold 
gravers: drilling: precious, ’ 
cious stones: HARRY BRAUNFEL 
encrusting over a quarter century, 
Nassau St., New York 38, N. 


Miscellaneous 


LARGE REWARD; LOST! Lady’s Car- 
tier pendant watch, approximate diam- 
eter and thickness, U. S. 25¢ piece; 
outside edge set with small square cut 
rubies: stem loose or missing; notify 
TICK TOCK SHOP, Arlington, Va. 
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THOSE BOOTLEG “BARGAIN” WATCHES 


The smuggling of fully jeweled watch move- 
ments has soared since the tariff boost five years 
ago. Nobody knows how many sneak past Cus- 
toms; estimates range from 500,000 to 2,000,000 
watch movements every year. 

If the latter guess is right, the jewelry trade 
is hard hit, indeed. One out of every five fully 
jeweled watches offered for sale in the United 
States would contain a bootleg movement! 

This growing illicit competition is poison for 
American businessmen, starting with the import- 
ers who pay Uncle Sam an average duty of $3.50 
for comparable movements. Law-abiding retail- 
ers are also hurt, because unprincipled outlets can 
well afford to sell the bootleg watches at bargain 
prices far below normal market values. 

The undermanned Customs Bureau, coping 
with millions of border-crossing travelers and 
with millions of incoming shipments, does all it 
can to stop watch smuggling. In their uphill 
work, the Customs men have exposed scores of 
ruses. They have found movements inside hol- 
lowed-out packing-case boards, and tucked under 
false floors in luggage. 

One smuggler had a series of fiberboard pack- 
ages sent from Switzerland, addressed to him at 
hotels throughout the East. Watch movements 
were pasted inside the fiberboard sides of the 
packages. He hoped that the movements would 
pass unnoticed in the large volume of mail which 
enters the U. S. and would be conveniently avail- 
able to him for distribution as he traveled from 
city to city. 

In another instance, watch movements were 
hidden inside novelty roulette wheels. The move- 
ments could not be detected until the wheels were 
taken apart. 

So, in spite of being woefully understaffed, the 
Customs Bureau has outsmarted a good many 


smugglers. Today, the Bureau has 20,000 move- 
ments under seizure, confiscated in lots ranging 
from 1000 to 6000 pieces. 

What can be done to break up this bootleg 
flood, which has driven some importers out of 
business, cost retail jewelers untold sales and de- 
prived the Government each year of $2,000,000 
to $8,000,000 in revenue? 

The only possible answer comes from Deputy 
Commissioner Chester A. Emerick of the Bureau 
of Customs: 

“What we need is information from the trade. 
Every jeweler can help the Government, his in- 
dustry and himself by reporting offers of sus- 
picion-causing merchandise to the nearest Cus- 
toms office.” 

How to do it? Stall off the man who wants to 
sell you questionable watches or movements. Tell 
him you’re busy. But you’d like to see him two 
or three days later. Then, when he comes back, 
a Customs man may be “clerking” in your store, 
ready to trap the bootlegger. If the peddler hesi- 
tates about returning, try to get his phone num- 
ber, and give it to the nearest Customs office. 

Besides being an act of good citizenship and 
economic self-protection, helping the Government 
crack down on watch smugglers has another as- 
pect. Under section 619 of the Tariff Act, the 
Bureau pays cash to people who furnish original 
information that leads to recovery of smuggled 
goods. The reward is 25 per cent of recovery 
value, up to a maximum of $50,000. 

It’s just a matter of common sense for decent 
jewelers everywhere to help Uncle Sam break up 
the smuggling racket. Let no doubt regarding 
the moral propriety of working with the Govern- 
ment agents deter you from doing your duty. 
Don’t think of yourself as a “stool pigeon.” The 
people who smuggle most of the watch move- 
ments are professionals who smuggle anything 
that sells, including diamonds, reefers and her- 
oin! Let’s act. 
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First tableware 
ad spectacular in the 


BRIDAL MARKET 


Fostoria’s exciting, colorful ad 
spectacular in the Winter issue of 
Brides Magazine (out October 1) 
is the first of its kind in tableware. 
It includes an 8-page booklet that 
tells “How to Select Your Table 
Crystal,” from breakfast to formal 


Fine Crystal with Fashion Flair... 





dinner. The ad itself sells fine 
crystal to coordinate with fine 
china, and quality glassware to co- 
ordinate with casual dinnerware. 
Added merchandising support 
will come from Fostoria’s power- 
ful point-of-sale and direct-mail 
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promotions, and a down-the-line 
backup from Bride's Magazine. It 
totals up to the most complete 
sales effort in quality tableware 
for the bridal market. Get the de- 
tails from your Fostoria represent- 
ative. Fostoria, Moundsville, W. Va. 
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DOUBLE FEATURE 


Oneida* deluxe-quality melamine plus stainless 


...all 67 pieces just $39.95 


Another sure-fire idea to help you sell more melamine. Complete service for 8 — dinnerware and 
stainless both — in one colorful gift box that’s a great display, too! 35-piece Oneida* 


deluxe-quality 
melamine comes in not just one, but a choice of four popular pre-tested patterns. (Shown above: 
Lovely Day* 


all aglow in yellow). 32-piece Oneida* Stainless complements any one of them with 
lovely Sand Dune* pattern. It’s just one way to boost your melamine profits. There’s more . . . popu- 
lar patterns... new traffic-building specials ... new promotions. Call your Oneida distributor today. 


ONEIDA @& 


COMMUNITY®* SILVERPLATE 


ILVERSMITHS 


ONEIDACRAFT® STAINLESS 


HEIRLOOM?’ STERLING 


TUDOR* PLATE ONEIDA COMMUNITY COMMUNITY®* STAINLESS 
*Trademarks of Oneida Ltd., Oneida, N. Y¥. 
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